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THITBnCWeilgUCt 


Bi^  damage  blamed  on  solveiit  use 

Rail  workers  suffer  after  decades  of  exposure:  CSX  denies  Unk 


IIITIIII  iiWi||iiii  II 


The  first  signs  of  health  problems  came  with  troubling  symptoms:  chronic 
depression,  loss  of  short-term  memory,  hair-trigger  tempers. 

By  the  time  doctors  diagnosed  workers  with  a  type  of  brain  damage  called 
toxic  encephalopathy,  it  was  too  late  for  many. 

In  one  of  the  nation’s  largest  workplace  solvent-exposure  episodes  ever 
revealed,  two  Louisville  Courier-Journal  reporters  documented  how  thousands 
of  unsuspecting  railroad  workers  used  dangerous  chlorinated  solvents  without 
adequate  warning  or  protection  over  three  decades.  Reporters  found: 

•  More  than  600  railroaders  have  been  diagnosed  with  mild  to  severe  brain 
damage  from  their  exposure  to  solvents. 

Unsuspecting  Rail  Workers 
EMposed  to  Toxic  Soluents, 
Louisville  Reporters  Reveal 

•  CSX  Transportation  Inc.,  the  largest  railroad  in  the  eastern  U.S.,  paid  up  to 
$35  million  in  confidential  settlements  or  jury  verdicts  to  466  current  or  former 
workers  while  denying  any  link  between  chemical  exposure  and  brain  damage. 

•  Evidence  that  the  railroad  industry  knew  of  the  danger  of  chlorinated 
solvents  as  far  back  as  the  1960s. 

The  Courier-] oumal  also  showed  how  millions  of  Americans  are  exposed  to 
some  of  these  same  solvents  daily  in  their  workplaces,  garages,  or  through 
polluted  ground  and  air. 

Since  publication  in  May,  the  newspaper  has  received  hundreds  of  calls 
nationwide  seeking  information  about  the  series  and  about  medical  testing. 

And  a  class  action  lawsuit  seeking  money  to  screen  workers  has  been  filed. 
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THE  KAY  GRAHAM  MODEL 

Tributes  to  Katharine  Graham 
have  called  her  the  model  pub¬ 
lisher  [“Kay  Graham:  The  heart 
and  soul  of  the  place  ... July  23,  p.  7]- 
That  she  was,  but  too  many  publishers 
are  not  following  her  model. 

Newspapers  are  not  dying  of  natural 
causes  —  they  are  committing  suicide. 
Slaves  to  Wall  Street  analysts  and 
stockholders,  newspapers  are  reacting 
to  reductions  in  linage  and  revenue  by 
cutting  newsroom  budgets  and  thus 
eliminating  journalists  and  diluting 
journalism.  Early  retirements  save 
money,  but  they  sap  experience. 

What  newspapers  should  be  doing  is 
taking  advantage  of  the  chance  to 
increase  the  news  hole  and  do  a  better 
and  more  consistent  job  of  serving  their 
readers.  It  is  the  readers  who  are  losing 
out  because  of  the  short-handed  staffs 
and  tight  papers. 

Newspapers  should  ponder  their 
competitive  situations.  In  the  long  run, 
the  fight  is  for  readers,  not  for  Wall  Street. 
Newsroom  scrimping  won’t  win  the  battle 
and  might  lose  the  war. 

KEITH  SHELTON 

JOURNALIST-IN-RESIDENCE 
University  of  North  Texas 
Denton,  Texas 

IHEAHD  HAH:  MOHEY  TALKS 

IN  RESPONSE  TO  AnNE  AdAMS  AND 
Nancy  Nash-Cummings  [“Letters: 
‘Anne  and  Nan’  alive  and  well,” 

Aug.  6,  p.  5]: 

•  I  did  negotiate  with  Anne  &  Nan’s 
agent  by  phone  and  by  e-mail. 


•  I  offered  an  increase  of  $50  a  week, 
not  $50  a  month.  This  was  rejected  out  of 
hand  by  their  agent,  who  insisted  on  a 
vastly  higher  increase.  Since  we  were  at 
loggerheads,  I  suggested  a  six-month 
extension  so  we  could  continue  negotia¬ 
tions.  This  was  rejected  by  their  agent, 
who  at  the  same  time  presented  us  with 
an  even  more  extravagant  proposal, 
which  we  rejected. 

•  We  gave  their  agent  adequate  notice 
that  we  were  looking  for  an  alternative  to 
their  column. 

•  We  never  were  Anne  &  Nan’s  employ¬ 
er.  They  were  independent  contractors. 

•  We  never,  not  once,  told  anyone  that 
Anne  &  Nan  had  retired.  We  informed  all 
who  inquired  that  we  no  longer  were 
distributing  their  column  and  did  not 
know  what  their  plans  were.  We  thought 
Anne  &  Nan  did  a  fine  column,  and  we 
wanted  to  renegotiate  the  expired  con¬ 
tract,  but  we  considered  their  demands 
excessive,  especially  in  today’s  market. 

SID  GOLDBERG 
SENIOR  VICE  PRESIDENT 
AND  GENERAL  MANAGER 
United  Media 
New  York 


I  ‘Editor  &  Publisher’ 
i  Summer  Schedule 

Editor  &  Publisher  will  appear 
weekly  throughout  the  summer, 

'  except  for  Aug.  20. 

Before,  during,  and  after  that 
j  week,  E&Fs  main  editorial  and 
I  business  offices  will  remain  open 
1  at  770  Broadway,  Seventh  Floor, 

*  New  York,  N.Y. 


- ^  50  YEARS  AGO  ^ - 

newspaperdom®  from  editor  &  publisher 


AUG.  11,  1951: 

The  aggregate  circulation  of  U.S. 
daily  and  Sunday  newspapers  not 
only  reached  new  peaks  in  1950 
but  over  the  10-year  period  since 
j  1940  achieved  increases  more 


than  twice  as  great,  percentage¬ 
wise,  as  the  increase  in  the 
nation's  population. 

Alexander  Smith  &  Sons  Carpet 
Co.  revealed  this  week  that  it 


was  tlefinitely  pleased”  with 
the  results  of  its  test  run  of 
four-color  run-of-press  page 
advertisements  conducted  April 
1-3  in  19  newspapers  in  as 
many  markets. 
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ISSUE 


Pricing  the  single  cepy: 
Still  stnck  en  tour  bits 


Execs  at  a  few  papers  experiment 
with  higher  prices  at  the  newsstand, 
but  most  shy  away  -  with  good  reason 

BY  MARK  FITZGERALD 

CHICAGO 


Raising  the  cover  price  of  single-copy 
papers  has  become  the  third  rail  of  the  news¬ 
paper  industry.  - 

Even  when  newspapers  are 
searching  for  nearly  any  source 
of  revenue  to  offset  the  plunge 
in  classified  advertising  and 
the  lingering  effect  of  past 
newsprint  price  increases,  most 
executives  say  they  aren’t  even 
thinking  of  raising  the  retail 
price  of  their  paper. 

“People  in  the  United  States 
just  take  their  newspaper  as 
an  entitlement.  It’s  a  big  deal 
when  you  go  up  on  your  single¬ 
copy  price,”  MediaNews  Group 
Inc.  Vice  Chairman  and  CEO 
William  Dean  Singleton  said. 

He  should  know;  In  March, 
when  the  Los  Angeles  Times  re¬ 
turned  its  cover  price  to  50  ,  ^ 

cents  after  five  years  in  which  it  ! _ _ 

boosted  circulation  at  25  cents  ^  Times  buyer 

a  copy,  MediaNews’  Southern  California  dailies 
followed  suit  There  was  a  predictable  falloff  in  circu¬ 
lation  at  nearly  all  the  papers  —  but  a  steep  plunge  in 
circulation  at  the  Press-Telegram  in  Long  Beach. 

“Long  Beach  competes  much  less  with  the  Times 


[than  with]  the  Torrance  Daily  Breeze  on  the  west 
and  The  Orange  County  Register  on  the  east  and 
south.  They  both  stayed  at  25  cents  —  so  Long  Beach 
took  a  bigger  hit  than  any  of  the  other  papers,” 
Singleton  said. 

Just  10  days  after  instituting  the  increase,  the  Press- 
Telegram  rolled  back  its  price  to  a  quarter. 

Price  adjustments  are  like  that,  said  Pulitzer  News¬ 
papers  Inc.  (PNI)  Senior  Vice  President  Mark  G.  Con¬ 
treras:  “It  does  have  an  immediate  effect  If  you  lower 
I  the  price,  you  pick  up  copies, 
j  and  if  you  raise  it,  you  feel  the 
drop  immediately.”  Though 
parent  Pulitzer  Inc.  empha¬ 
sizes  growing  revenue,  a  hike 
in  the  cover  prices  of  PNI’s 
papers  is  unlikely,  he  said. 

That’s  what  the  Newspaper 
Association  of  America  (NAA) 
is  hearing  almost  across  the 
board,  said  John  Murray,  vice 
president  for  circulation  mar¬ 
keting.  While  NAA  gets  an  in¬ 
creasing  number  of  calls  from 
papers  discreetly  asking  about 
rules  for  credit-card  payments 
for  home-delivery  subscrip¬ 
tions,  calls  mulling  retail-price 
hikes  are  quite  rare.  “The  cause 
and  effect  that  a  price  increase 

_  has  on  single-copy  sales  is  just 

weighs  his  purchase.  gQ  well-documented,”  he  said. 

Indeed,  in  a  recently  released  report,  NAA  found 
the  median  single-copy  price  industrywide  for  a  daUy 
paper  has  been  stuck  at  50  cents  for  six  years. 

“I  honestly  believe  there’s  no  room  to  grow  beyond 
50  cents,”  said  Singleton.  Almost  all  MediaNews 


JUD6E  DECIDES 
ON  SHIELD  LAN 

Ohio’s  shield  law 
protects  jour¬ 
nalists  from  having  to 
identify  a  confidential 
source  used  in  report¬ 
ing  The  Cincinnati 
Enquirer’s  botched 
series  on  Chiquita 
Brands  International 
Inc.,  a  fed^  magis¬ 
trate  has  ruled. 

The  Enquirer 
renounced  the  1998 
series  after  admitting 
that  lead  series 
reporter  Michael 
Gallagher  improperly 
accessed  Chiquita  ■ 
voice-mail  messages. . ' 

Gallagher  later  iden¬ 
tified  lawyer  George 
Ventura  as  a  confiden¬ 
tial  informant  Ventura 
is  suing  the  Enquirer 
and  its  parent, 

Gannett  Co.  Inc., 
saying  they  turned 
his  identity  over  to 
prosecutors.  Gannett 
says  it  never  identified 
Ventura  to  authorities. 

U.S.  Magistrate  Jack 
Sherman  decided  Aug. 
7  that  Gallagher's 
co-reporter,  Cameron 
McWhirter,  and  an 
editor,  David  WeUs, 
may  invoke  the  shield 
law  to  fend  off  Ventu¬ 
ra’s  demands.  Jack 
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Greiner,  a  lawyer  for 
Ganrtett,  saktthe 
ailing  affirms  that  the 
legal  privilege  against 
having  to  identify  an 
informant  rests  with 
journalists,  and  only 
they  may  waive  it 
-  TODD  SHIELDS 

BYE-BYE, 


Media  General 
Inc.  has 

canceled  plans  for 
year-end  bonuses  for 
3,200  employees, 
according  to  Chair¬ 
man  and  CEO  J. 
Stewart  Bryan  III, 
who  sent  workers  a 
letter  dated  July  31 
advising  them  of  the 
cost-cutting  measure. 

“The  response  that 
I’ve  had  has  been 
good,”  Bryan  told 
E&P.  “People  would 
rather  have  jobs  than 
a  Christmas  bortus.” 

Bryan  said  the  $1.9 
million  in  extra  pay 
was  slated  for  about 
20%  of  the  publicly 
traded  company’s 
.7,500  employees, 
most  at  the  Richmond 
(Va.)  Times-Dispatch, 
The  Tampa  (Fla.) 
Tribune,  the  Winston- 
Salem  (N.C3  Journal, 
and  corporate  head¬ 
quarters  in  Richmond. 
-  JOE  STRUPP 

BUCKBAILY 

BETFBBN.Y. 

The  Daily  Journal, 
a  new  black 
newspaper,  will  make 
its  New  York  debut 
Sept.  10.  The  35- 
cent  tabloid  will  be 
put  out  by  General 
Media  Strategies 
(GMS),  parent  of  the 


fjT  papers  are  at  50  cents.  The 

^  chain  increased  one  paper,  the 
Fairbanks  (Alaska)  Daily 
News-Miner,  to  75  cents  several 
'  years  ago.  A  mistake,  Singleton 
said:  The  paper  immediately 
^  ^  lost  30%  ofits  single-copy  sales, 
“and  it  never  came  back.” 

It’s  not  just  the  circulation 
John  Murray  that  prevents  price  hikes. 

- '  These  days,  papers  don  t  see  as 

much  of  the  new  revenue  be¬ 
cause  more  copies  are  sold  at 
stores  and  other  over-the-counter  locations  that 
demand  a  cut.  The  new  NAA  study  notes  that,  in  only 
two  years,  news-rack  sales  have  dropped  to  35%  of 
all  daily  single-copy  sales  from  40%;  fully  70%  of 
Sunday  single-copy  sales  come  from  retail  locations. 
Still,  a  few  papers  have  raised  their  prices  this  year. 


This  winter.  The  Wall  Street  Journal  increased  its  cov¬ 
er  price  to  $1.  And  only  weeks  ago,  the  St.  Petersburg 
(Fla.)  Times  increased  the  retail  price  of  its  daily  pa¬ 
per  to  35  cents  inside  its  core  circulation  area,  while 
keeping  the  price  a  quarter  in  outlying  counties  where 
competition  with  The  Tampa  Tribune  is  more  intense. 

It  had  been  17  years  since  the  last  cover-price  hike. 
In  a  note  to  readers.  Times  Editor  and  President  Paul 
Tash  observed  that  if  the  price  had  kept  pace  with 
inflation  since  1984,  it  would  sell  for  43  cents.  Still,  the 
Times  expected  a  big  drop  in  single-copy  sales. 

But  Times  spokeswoman  Anthea  Penrose,  speak¬ 
ing  on  behalf  of  Circulation  Director  Tommie  Anne 
McLeod,  said  the  paper  has  been  pleasantly  surprised 
that  the  falloff  has  not  been  as  much  as  anticipated. 
Penrose  said  it’s  anyone’s  guess  why  the  drop  wasn’t 
larger:  “A  lot  of  our  market,  of  course,  consists  of 
transplants  from  other  places,  and  35  cents  is  still  less 
than  they’re  paying  in  Indiana  or  wherever.”  II 


Calkins  at  liome  in  Philly  Ms 


BY  LUCIA  MOSES 

Philadelphia 
may  be  losing 
people,  but  to  its 
north,  Bucks  Clounty  is 
booming.  As  neighbor¬ 
ing  counties  fill  up, 
commercial  real-estate 
development  is  thriving, 
thanks  to  the  county’s 
strategic  proximity  to 
major  roads  and  the 
high-tech  corridor 
between  Princeton, 

NJ.,  and  Washington. 

Residential  growth 
also  has  taken  off, 
fueled  in  part  by  New 
York  transplants  who 
have  discovered  they 
can  stretch  their 
housing  dollar  further 
in  Bucks,  giving  rise  to 
“McMansions.”  While 
Philadelphia  lost  10% 
of  its  population  from 
1990  to  1999,  Bucks 
gained  14.2%. 

All  this  is  potentially 
good  for  Calkins 
Newspapers,  based  in 
I.evittown,  Pa.  With  its 
three  dailies  in  Bucks 
County  and  neighboring 
Burlington  County,  N  J. 


—  also  growing, 
although  to  a  lesser 
extent  —  it  boasts  the 
second-largest  daily 
readership  in  Greater 
Philadelphia  after 
Knight  Kidder’s 


Lisa  A.  Szal:  People 
in  Bucks  have  bucks. 


Philadelphia  Newspa¬ 
pers  Inc.,  according  to 
Scarborough  Research. 

The  trick  for  Calkins 
has  been  to  get  advertis¬ 
ers  to  notice  the  desir¬ 
able  demographics  of  its 
readership,  since  media 
buyers  may  lump  its 


market  into  Greater 
Philadelphia.  Lisa  A. 
Szal,  director  of  adver¬ 
tising  and  marketing, 
said  stressing  those 
demographics  has 
been  a  cornerstone  of 
Calkins’ ad  sales 
presentations. 

Bv!  “It’s  very 

~  easy  and  effi¬ 


cient  to  think  of  the 
Philadelphia  DMA 
[designated  market 
area]  as  one,”  Szal  said. 
“We  have  to  break 
ourselves  out,  because 
we’re  trending  in  the 
opposite  direction  as 
Philadelphia.”  If  they 
don’t  make  that 
distinction,  she  said, 
“We  would  go  down 
vsdth  the  sinking  ship.” 

This  approach  paid 
off  a  few  years  ago, 
when  Calkins  convinced 
a  department  store  to 
extend  its  buy  from  one 
to  all  three  papers:  the 
Bucks  County  Courier 
Times  in  Levittown;  The 


Intelligencer  Record  in 
Doylestown,  Pa.;  and 
the  Burlington  County 
Times  in  Willingboro, 

N  J.  After  cash  registers 
started  ringing,  the  store 
added  the  papers  to  its 
permanent  ad  schedule. 

Now  the  goal  is  to 
copy  that  success  with 
other  big  retailers. 
Calkins  is  off  to  a  good 
start.  Ad  spending  by 
major  retailers  popped 
this  summer  after  the 
company  centralized  its 
ad  sales  staff,  while  the 
reorganization  freed 
more  staffers  to  go 
after  local  business. 

Szal  is  shooting  for 
6%  revenue  growth  in 
major  retail  this  year, 
above  overall  newspaper 
industiy  projections. 

She  conceded  that,  be¬ 
cause  of  the  slow  econo¬ 
my,  the  payoff  might  not 
be  as  dramatic  as  she 
had  hoped.  Still,  she 
said,  the  market’s 
growth  provides  plenty 
of  ad  sales  opportuni¬ 
ties.  “It’s  kind  of  like  our 
15  minutes  of  fame.”  1) 
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With  conditional  OK  in  Connecticut 


weekly  African- 
American  Obsan/ar. 

Tha  Daily  Journal 
will  cover  local  and 
international  news 
and  issues,  including 
business,  sports,  and 
entertainment.  “TTie 
Daily  Journal  will  fill 
a  vacuum  in  the 
biack  comnufflity,’* 
GMS  owner  Steve 
Mailory  said. 

GMS  plans  to  cir- 
cuiate  about  50,000 
copies  citywide. 

-  KATHRYN  WADE 


BY  TODD  SHIELDS 

WASHINGTON 

WITH  ITS  PURCHASE  OF  A  SECOND  TV 
Station  in  Connecticut,  the  Tribune  Co.  is 
betting  on  a  swift  outcome  to  Washing¬ 
ton’s  protracted  battle  over  owning  newspapers  and 
broadcast  stations  in  the  same  market. 

Federal  regulators  gave  Tribune  only 
six  months  to  comply  with  ownership 
restrictions  as  they  approved  the  com- 
pan/s  purchase  of  WTXX-TV  in  Water-  ^\\\  | 
bury,  a  station  with  a  mere  2%  of  local 
viewers.  The  station’s  broadcast 
area  includes  Hartford,  home  to  |  f 
Tribune’s  202,914-daily-circulation  I W  "T  I  I 
The  Hartford  Courant.  | 

The  Federal  Communications 

Commission  (FCC)  ap-  _ I  W  T  I 

proved  the  conditional  pur-  Aig-  j  ^  ^  ' 

^ase  of  in  a  5-0  JHanfOrOI 

decision  released  Aug.  6.  [___ _ / _ 


The  deal  leaves  Tribune  holding  two  stations  and  a 
newspaper  in  a  single  market.  It  owned  WTIC-TV  in 
Hartford  before  buying  the  Courant  in  the  giant  Times 
Mirror  Co.  deal  last  year.  That  combination  comes  up 
for  review  with  WTICs  license  renewal  in  2007. 

The  FCC  cited  Tribune’s  pledge  of  new  public- 

- - affairs  programming  and  its  commitment 

to  continue  WnOCs  daily  broadcast  of  the 
Roman  Catholic  Mass.  The  commission 
also  pointed  to  WTX^s  tiny  market  share 
and  parlous  finances.  Even  Commissioner 
Michael  J.  Copps,  who  said  he  was 
troubled  by  the  media  concentration 

^resulting  from  the  deal,  concluded, 
“It  seems  to  me  better  for  one 
company  to  own  two  stations  in  this 
^  market  than  for  one  of  those  stations 

i  *  T  V  I _ not  to  exist  at  aU.” 

'  .  I  Tribune  did  not  disclose 

R  i/f  rtl  T  I  a  price  for  the  deal,  which 


Coining  in  a  few 
weeks  wiH  be  a 
new  free  daily  paper 
in  Portland,  Maine. 

The  tabloid  Portland 
Morning  Sun, 
founded  by  Portland 
Businass  Journal 
Publisher  Edward  G. 
Pickett,  will  come  out 
weekdays,  with  an 
initial  distribution  of  . 
5,000. 

Tha  Portland  Press 
Herald,  circulation 
70,924,  said  it's  not 
worried  about  the 
competition. 

-  LUCIA  MOSES 


VNU  Inc.  promotes  Adweek  executives 

,  7  7  77  J-  ■  •  I  ter  advantage  of  some  of  Marchesano  will  ser 

E&P  parent  creates  three  divisions  the  markets  included  m  asactingpresidentoft 


BY  JEREMY  MURPHY 

VNU  Inc.  has 
restructured  its 
VNU  Business 
Publications  USA  unit 
into  three  divisions. 

The  new  structure, 
announced  by  Michael 
Marchesano,  president 
and  CEO  of  VNU  Busi¬ 
ness  Media,  is  made  up 
of  the  Marketing/Media 
and  Retail  division, 
including  Adweek 
Magazines;  the  Travel, 
Performance,  Real 
Estate/Design,  and  Food 
Service  division;  and  the 
Entertainment  division. 
E&P  is  an  Adweek 
Magazines  publication. 

Marchesano  and 
Howard  Lander,  chief 
operating  officer  of  VNU 
Business  Media,  also 


created  an  office  of  pres¬ 
ident  to  develop  the 
company’s  long¬ 
term  strategies. 

Mark  Dacey, 
president  of 
Adweek  Maga¬ 
zines,  has  been 
promoted  to 
president  of  the 
Marketing/ 

Media  and  Retail 
division  and  exec¬ 
utive  vice  president  of 
VNU  Business  Publica¬ 
tions.  Mike  Parker, 
executive  vice  president 
and  group  publisher  of 
Adweek  Magazines,  has 
been  named  president  of 
the  Marketing/Media 
segment  and  will  contin¬ 
ue  to  report  to  Dacey. 

“We  plan  to  take  bet- 


The  Christian 
ScietKe  Monitor 
has  tweaked  its  Web 
site,  unveiling  a 
redesign  Wednesday. 

“Web  users  navigate 
differently  than  read¬ 
ers  of  the  newspaper. 
As  a  result  the  struc¬ 
ture  of  our  site  is 
considerably  different 
from  the  newspaper,” 
Monitor  Editor  Paul 
Van  Slambrouck  wrote 


Mark  Dacey  (left)  and  Mike  Parker 


will  enhance  our  ability 
to  serve  readers  and 
advertisers  in  new  ways.” 

Rich  O’Connor  has 
been  named  president  of 
the  Travel,  Performance, 
Real  Estate/Design,  and 
Food  Service  division 
and  an  executive  vice 
president  of  VNU 
Business  Publications. 


Murphy  is  a  reporter 
for  Mediaweek,  a 
VNU  sibling  ofE&P. 
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in  an  explanatory  story 
on  the  site. 

Still  at  http://www 
.csmonitor.com,  the 
site  has  new  links  to 
related  Monitor 
stories,  an  e-mail  link 
for  letters  to  the 
editor,  and  shortcuts 
to  the  paper's  online 
discussion  area. 

Linear  thinkers 
who  don’t  care  for  the 
redesign  can  dick  on 
“Print  Edition'’  for  the 
look-and-feel  of  the 
previous  design. 

-  WAYNE  ROBINS 


wmmi 

Bap's  account  of 
the  firing  of  the 
highest-ranking 
African-American 
woman  editor  in  U.S. 
newspapers  has  won 
the  top  honor  for  mag¬ 
azines  with  under  1 
minion  drculation  in 
the  National  Associa- ' 
tion  of  Black  Journal-  . 
ists'  Salute  to  Excell¬ 
ence  Awards  contest. 

The  15-page  report, 
centering  on  reaction 
to  the  ouster  of  Talla¬ 
hassee  (Fla.)  Democrat 
Executive  Editor 
Lorraine  Branham, 
was  written  by  Dwight 
Cunningham.  “We  ' 
wanted  Dwight  to 
capture  the  relation¬ 
ship  between  the 
newspaper  and  the 
various  communities  it 
served,”  said  William 
F.  Gloede,  group 
editor  of  £&P  and 
Mediaweek.  “Vlppar- 
ently  he  did.” 

The  award  will  be 
formally  presented 
Aug.  22  at  NABJ’s 
annual  meeting  in 
Ortando,  Ra. 

-  STEVE  YAHN 


CALENDAR 


SEPTEMBER 

n  11  SNPA  Foun- 
U  1 1  dation  Work¬ 
shop  for  Smaller 
Newspapers,  Southern 
Newspaper  Publishers 
Association  Foun¬ 
dation,  Embassy  Suites 
Hotel  Centennial 
Olympic  Park,  Atlanta 

10  11  SNA  Fall 

11  14  Publishers’  & 
Advertising  Directors’ 
Conference,  Suburban 
Newspapers  of 
America,  TVemont 
Boston  Hotel,  Boston 

10  1J  Group  Exec- 
■L  14  utives  Confer¬ 
ence,  Inland  Press 
Foundation,  Knicker¬ 
bocker  Hotel,  Chicago 

MNNA  116th 
Annual  Con¬ 
vention,  National 


Newspaper  Associa¬ 
tion,  Hyatt  Regency, 
Milwaukee 

10  II  “Making 
lu  14  International 
News  a  Good  Local 
Story”  Conference, 
University  of  Missouri 
School  of  Journalism, 
Columbia,  Mo. 

M  Mid-America 
Newspaper 
Conference,  Lake  of 
the  Ozarks  Holiday 
Inn,  Lake  Ozark,  Mo. 


MAdweek’s 

27th  Annual 
Creative  Seminar, 
Adweek  Conferences, 
Hyatt  Regency  Tamaya 
Resort  and  Spa,  Santa 
Ana  Pueblo,  N.M. 


21-23 


RNA  Annual 
Convention, 


Religion  Newswriters 
Association,  Royal 
Sonesta  Hotel, 
Cambridge,  Mass. 

MAANMedill 
Alternative 
Journalism  Writing 
Workshop, 
Association  of 
Alternative 
Newsweeklies, 
Northwestern 
University  Medill 
School  of  Journalism, 
Evanston,  Ill. 

on  1  Flexo  Users 
Lu  I  Group 
Annual  Meeting, 
Newspaper  and 
Publication  Flexo 
Users  Group,  Embassy 
Suites  Hotel  Lincoln, 
Lincoln,  Neb. 

0Q_nAPSU  Annual 
LU  U  Fall  Confer¬ 


ence,  Association  of  ; 

Publishing  [ 

Systems  Users,  Holiday  [ 

Inn  Grand  Island, 

Grand  j 

Island,  N.Y.  [ 

OCTOBER 

HING  Annual  i 

Conference,  i 

International  [ 

Newspaper  Group,  f 

Renaissance  Dallas  [' 

North  Hotel,  Dallas 

3  _nAASFE  Annual  [ 

U  Convention,  | 

American  Association  ) 

of  Sunday  and  Feature  [ 

Editors,  The  Drake,  i 

Chicago  I 

NOTE;  To  list  events,  f 

please  e-mail  to  [ 

calendar@editOTand  ^ 

pnblisheT.com  or fax  | 

to  Calendar  Editor  [ 

at  (646)  654^5370.  I 


Philip  True’s  death  ruled  an  accident 


Mexicanjudgesprinys  suspects 


ASNE  requests  U.S.  State  Department 
to  investigate  ‘suspicious’  decision 


BY  JOE  STRUPP 

The  American 
Society  of  News¬ 
paper  Editors 
(ASNE)  has  requested 
U.S.  Secretary  of  State 
C!olin  Powell  to  inter¬ 
vene  in  the  case  of  Philip 
TVue,  the  San  Antonio 
Express-News  reporter 
who  died  while  on 
assignment  in  Mexico 
in  1998,  after  a  Mexican 
judge  unexpectedly  freed 
the  two  men  accused  of 
killing  him. 

“The  attention  of  the 
United  States  to  this  case 


is  extremely  important,” 
said  ASNE  President 
Tim  McGuire. 

Recently,  Colotlan 
Municipal  Judge  Jose 
Luis  Reyes  Contreras 
ruled  that  TVue,  50,  had 
died  not  from  strangu¬ 
lation  but  from  a  fall. 

He  then  ordered  the 
Aug.  3  release  of  the  two 
suspects,  Juan  Chivarra 
de  la  Cruz  and  Miguel 
Hernandez  de  la  Cruz. 

The  judge  dismissed 
confessions  the  suspects 
had  made  to  police,  as 
well  as  autopsy  results 


indicating  that  " 

TVue  died  of 
strangulation. 

Prosecutors  4 

have  appealed  | 
the  judge’s  | 

The  release 
of  the  suspects 
also  brought  Philip  Tfue 

objections  by 
Express-News  staff, 
especially  Executive 
Editor  Robert  Rivard, 
who  has  a  strong 
interest  in  the  case. 

“The  entire  nature  of 
the  action  is  suspicious,” 
Rivard  told  E^P. 

“Justice  was  subverted.” 

Rivard  and  TVue’s 
widow,  Martha,  planned 


■||K  to  launch  an 
effort  to 

^  ^  reopen  the 

case  last  week 
with  a  trip  to 
;  Mexico  City, 
i  where  they 
j  \  intended  to 
lobby  U.S. 
and  Mexican 
officials. 

In  their  now-recanted 
confessions,  the  suspects 
said  they  killed  TVue 
because  he’d  been  taking 
photographs  of  sacred 
land.  In  later  interviews 
with  the  Express-News, 
they  denied  killing  Thie, 
but  said  they  had  asked 
him  to  stop  taking 
photographs.  11 
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In  tussle  over  trade  secrets 


Valassis  wins  tort  case 


BY  JOEL  DAVIS 

SACRAMENTO,  CALIF. 

VALASSIS  COM- 
munications 
Inc.  has  bagged 
$16.6  million  in  a  law¬ 
suit  against  a  competi¬ 
tor.  The  case  concerned 
confidential  information 
about  newspaper 
sampling  in  polybags. 

A  U.S.  District  Court 
jury  found  July  27  for 
Valassis  in  its  suit 


against  the  Overland 
Park,  Kan.-based  Sun¬ 
flower  Group,  a  smaller 
consumer-product 
sampling  company.  The 
Jury  awarded  damages 
to  Valassis  of  Livonia, 
Mich.,  for  its  loss  of 
customer  information. 
According  to  Lynn  M. 
Liddle,  Valassis  vice 
president  for  investor  re¬ 
lations,  “Sunflower  mis¬ 
appropriated  Valassis 


trade  secrets  by  inducing 
an  individual  to  breach 
loyalty  to  our  company.” 

Sunflower  CEO 
Dennis  Garberg  said  the 
individual  in  question 
“didn’t  give  us  confiden¬ 
tial  information”  and 
maintained  that  Sun¬ 
flower  is  “an  ethical 
company  and  always  has 
been.”  He  added  that  he 
is  confident  the  judge  in 
the  case  will  throw  out 


or  reduce  the 
jury  award. 

If  not,  he  said. 

Sunflower 
will  appeal. 

Garberg  noted 
that  Sunflower 
does  have 
insurance  if 
the  judgment, 
which  with 
interest  totals 
nearly  $20 
million,  sticks. 

Edward  Kabak,  an  ^ 

attorney  for  the  New  ; 

York-based  Promotion 
Marketing  Association 
Inc.,  called  the  Sun¬ 
flower  suit  a  “garden- 
variety  tort  case.”  11 
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Alan  F.  Schultz: 
Reason  to  smile 
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‘El  Sentinel’  starts  tour  of  duty 

Extending  its  efforts  to  reach  central 
Florida’s  growing  Hispanic  population,  the 
Tribune  Co.  launched  Saturday  a  free  bilingual 
broadsheet  and  companion  Web  site. 

El  Sentinel,  the 
first  stand-alone 
Spanish-language 
spin-off  of  the 
Orlando  Sentinel, 
will  draw  content 
from  that  paper 
and  be  delivered 
to  area  homes  and 
businesses.  The 
weekly  plans  a 
distribution  of  60,000  copies. 

Maria  T.  Padilla,  Hispanic  affairs  editor 
of  the  Orlando  Sentinel,  was  named  editor 
of  the  new  publication  and  Web  site  (http:// 
www.elsentinel.com).  —  Lucia  Moses 

lAB  offers  rich-media  guidelines 

The  Interactive  Advertising  Bureau  (IAB) 
unveiled  Aug.  6  a  set  of  voluntary 
guidelines  for  Web  site  publishers  and 
advertisers  that  are  intended  to  clarify  the 
use  of  rich-media  technologies,  such  as 
Flash,  Java,  and  HTML  (hypertext  markup 
language).  The  guidelines  are  the  first  issued 
since  the  IAB  announced  size  standards  for 
interactive  marketing  units  in  February. 

For  standard  468-by-60-pixel  banner 
units,  the  guidelines  stipulate  there  can 
be  an  initial  load  of  up  to  15k,  with  an 


allowance  for  an  additional  85k  to  be  loaded 
after  a  user  moves  a  cursor  over  or  clicks 
on  a  given  banner.  By  allowing  additional 
content  to  load  in  the  background,  the  user 
doesn't  have  to  put  up  with  long  load  times. 

—  Sarah  J.  Heim  (Adweek  IQ) 

No  hard  sell  for  EasyBuy 

For  newspapers  seeking  new 
sources  of  ad  revenue,  a  Web- 
based,  ad-placement  tool  called 
EasyBuy  offers  a  way  to  reach  un¬ 
tapped  advertising.  Horvitz  News¬ 
papers  Inc.  in  Bellevue,  Wash.,  last 
week  became  the  first  to  use  the 
tool  at  its  nine  Seattle-area  papers. 
EasyBuy,  developed  by  Seattle-based  p2x, 
targets  time-strapped  small  businesses  with  a 
service  that  lets  them  design,  place,  and  pay 
for  a  print  ad  online.  —  LM. 

KR  to  funnel  content  to  Factiva 

Knight  Bidder  Digital  will  provide  online 
content  from  the  29  Knight  Bidder 
newspapers  with  Web  sites  to  Factiva,  the 
business  news  and  information  service 
owned  by  Dow  Jones  &  Co.  Inc.  and  Reuters. 

A  Factiva  spokesman  said  Knight  Bidder 
will  be  paid  based  on  usage  of  its  content. 
Factiva  has  nearly  8,000  content  sources. 

—  Dave  Astor 

Hollinger  trims  estimates  for  2001 

Hollinger  International  Inc.  lost  $15.5 
million  in  the  second  quarter,  compared 


with  a  profit  of  $4.7  million  a  year  ago, 
because  of  a  sharp  decline  in  ad  revenue  this 
year  and  sales  of  newspapers  in  both  years. 

At  its  Chicago  group,  second-quarter 
revenue  declined  6.3%,  on  an  adjusted 
basis,  due  to  lower  ad  revenue.  Hollinger 
lowered  its  revenue  and  cash-flow  estimates 
for  all  of  this  year,  but  said  that  debt 
reduction,  sale  of  noncore  assets, 
accumulation  of  assets,  and  efficiencies 
will  improve  profitability  when  business 
conditions  get  better.  —  LM. 

Layoff  wave  bounding  Maine’s  way 

Maine’s  second-biggest  paper,  the  Bangor 
Daily  News,  last  week  laid  off  19 
people,  or  about  6%  of  its  work  force,  to  cut 
costs  in  the  face  of  declining  ad  revenue. 

The  news  came  a  month  after  the  state’s 
biggest  daily,  the  Portland  Press  Herald  and 
Maine  Sunday  Telegram,  reduced  its  work 
force  by  about  10%.  —  LM. 

Newspapers  bought  and  sold 

CITY  OF  Roses  Newspaper  Co.,  Portland, 
Ore.,  agreed  to  sell  the  22,814-free- 
distribution  alternative  Boise  (Idaho)  Weekly 
to  Mark  “Bingo”  and  Sally  Barnes,  for  undis¬ 
closed  terms.  Santa,  Fe.,  N.M.-based  Dirks, 
Van  Essen  &  Murray  represented  the  seller. 

The  Journal  Register  Co.  added  two  non¬ 
daily  publications  to  its  Mid-Hudson  Region  of 
New  York  cluster  through  the  purchase  of  Roe 
Jan  Independent  Publishing  Inc.,  Hillsdale, 
N.Y.  Terms  were  not  disclosed.  —  LM. 
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CALIFORNIA 
David  Holwerk  to  editor  of  the  editorial  pages 
at  The  Sacramento  Bee  from  editor  of  the 
Duluth  (Minn.)  News  Tribune.  Holwerk 
succeeds  Howard  Weaver,  now  vice  president 
for  news  at  parent  McClatchy  Co. 


FLORIDA 

John  Kent  Cooke  Jr.  to  publisher  of  The  Key 
West  Citizen  from  associate  publisher. 
Thomas  Kent  Cooke  to  CEO  of  Floridakeys- 
.com,  a  division  of  parent  Cooke  Commu¬ 
nications  that  includes  the  Citizen's  Web 
site,  from  assistant  Internet  director.  They 
succeed  William  M.  Barry,  who  resigned. 


NEWSPEOPLE©  EDITORANDPUBLISHER.COM 

MISSOURI 

Alan  G;  Silverglat 

Alan  Silverglat,  55,  vice  president  and 
treasurer  at  San  Jose,  Calif.-based  Knight 
Ridder  since  1995,  has  been  named  senior 
vice  president  for  finance  at  Pulitzer  Inc. 
in  St.  Louis.  He  will  succeed  Ronald  H. 
Ridgway,  63,  who  is  retiring  in  September. 
Silverglat  joined  Knight  Ridder  in  1980, 
and  was  named  chief  financial  officer  and 
senior  vice  president  for  finance  and  administration  of  Knight  Rid- 
der’s  Business  Information  Division  in  1983.  -r  Kathryn  Wade 


BY  JAMIE  SANTO 


GEORGIA 

Robert  E.  Delaney  to  publisher  of  The  Daily 
Citizen  in  Dalton  from  controller  of  Media 
General  Inc.’s  Alabama  Community 
Newspaper  Group  based  in  Dothan, 

Ala.  Delaney  succeeds  Richard  Brown. 


MISSOURI 

Charlie  Fischer  to  publisher  of  The  Sedalia 
Democrat  from  publisher  of  The  Daily 
News  in  Jacksonville,  N.C.  Fischer 
succeeds  Frank  Lyon,  who  is  retiring. 


NEW  YORK 

Bob  Keane  to  vice  president  and  managing 
editor  for  operations  at  Newsday  in  Melville 
from  chief  of  staff.  He  succeeds  Bob  Brandt, 
who  accepted  an  early-retirement  offer. 


NORTH  CAROLINA 
Elliott  Potter  to  associate  publisher  and 
executive  editor  of  The  Daily  News  in  Jack¬ 
sonville  from  editor.  He  succeeds  Publisher 
Charlie  Fischer  (see  “Missouri,”  above). 


TEXAS 

Gurney  King  to  deputy  circulation  director 
at  the  San  Antonio  Express-News  from 
circulation  director  of  the  The  Galveston 
County  Daily  News. 


City  of  Roses  Newspaper  Company 
of  Portland,  Oregon 
has  sold 

Boise  (ID)  Weekly 

( 1 8,000  weekly  distribution) 
to 

Mark  &  Sally  Barnes 

of  Las  Vegas,  Nevada 

We  are  pleased  to  have  represented 
City  of  Roses  Newspaper  Company  in  this  transaction, 


KENTUCKY 

Michael  G. 

I  I  Abernathy 

I  Landmark  Com- 
munity  Newspa¬ 
pers  Inc.  in  Shelbyville  from 
executive  vice  president.  Aber¬ 
nathy  succeeds  Larry  R. 
Coffey,  who  retired. 
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After  seven  months,  Bush’s  White  House  still  doesn’t  understand 
that  secrecy  has  a  way  of  sabotaging  presidential  agendas 


For  a  former  cheerleader  and 
frat  house  president,  George 
W.  Bush  has  an  awful  case 
of  the  shies  these  days.  As  he 
approached  the  end  of  his  seventh  month 
in  office  Monday,  he  had  conducted  just  12 
press  conferences,  with  nine  of  them 
hardly  worthy  of  the  name:  He  simply 
stood  alongside  a  foreign  leader  and  took 
a  handful  of  questions.  Bush  has  yet  to 
hold  a  single  prime-time  press  conference. 
As  The  Wall  Street  Journals  Jeanne 
Cummings  pointed  out  recently,  at  this 
point  in  their  terms,  Bill 
Clinton  had  held  23  press  So  far,  ] 
conferences,  and  even  ,  j 

Bush’s  similarly  syntax-  IiaS  CnO 

challenged  father  had  little  pr 

managed  18.  ... 

The  president’s  reluc-  CFltlClSl 

tance  to  face  a  full-dress  chokilll 

press  conference  is  only  one  * 

symptom  of  an  administra-  tO  ^OVCl 
tion  that  increasingly  acts  as 
if  what  goes  on  in  the  White  House  is  none 
of  the  American  people’s  business.  Each 
time  he  has  faced  a  choice  between 
transparency  and  secrecy,  Bush  has  opted, 
as  he  once  famously  said  of  a  primary 
opponent,  to  “take  the  high  horse  and  then 
claim  the  low  road.” 

A  recent  example  has  attracted  almost 
no  attention  from  the  Washington  press 
corps.  Bush  has  twice  signed  executive 
orders  to  get  around  the  law  requiring  the 
release  of 68,000  pages  of  correspondence 
from  Ronald  Reagan’s  administration. 

These  particular  records  have  more  than 
historical  interest.  Because  many  current 
Bush  officials  served  with  Re^an,  the 
documents  could  well  shine  a  new  light  on 
this  administration.  But  Bush  doesn’t  want 


So  far,  Bush 
has  endured 
little  press 
criticism  for 
choking  access 
to  government 


Americans  to  know  what’s  in  the  papers 
until  his  team  has  sifted  through  them  first. 

Then  there’s  the  energy  policy  task  force 
Vice  President  Dick  Cheney  operated  in 
the  secret  style  so  reminiscent  of  Hillary 
Clinton’s  doomed  health-care  task  force. 
Cheney  is  still  arguing  the  law  allowed  the 
group  to  meet  behind  closed  doors  and 
keep  secret  even  the  names  of  people  they 
consulted  while  crafting  recommendations. 

That’s  a  shockingly  ill-informed 
argument  coming  from  someone  who’s 
supposed  to  be  the  smart  one  in  the  White 
House.  If  the  Freedom  of 
USB  Information  Act  isn’t  clear 

,  enough  for  Cheney,  there’s 

irCQ  the  Federal  Advisory’ 

gg  Committee  Act,  which 

„  explicitly  requires  task 

1  lOr  forces  to  meet  in  public. 

^  So  far.  Bush  has 

endured  surprisinglv  little 
iment.  press  criticism  for  choking 
access  to  government.  But 
the  administration  is  paying  a  price  it 
apparently  never  anticipated:  Secrecy  is 
undermining  the  Bush  agenda.  A  White 
House  that  keeps  almost  everything 
behind  closed  doors,  it  turns  out,  soon 
loses  the  attention  —  and  support  —  of  the 
American  people.  The  scant  public  interest 
in  Cheney’s  energy  plan  is  a  case  in  point. 
And  while  most  modem  presidents  gained 
in  job  approval  polls  during  their  energetic 
first  six  months.  Bush’s  rating  is  exactly  the 
same  as  it  was  on  Inauguration  Day. 

If  constitutional  ideals  are  not  enough 
to  persuade  Bush  to  mn  an  accessible 
White  House,  we  can  at  least  hope  he 
soon  comes  to  understand  that  his  political 
and  historical  legacy  may  well  depend  on 
greater  openness. 
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Sandy  the  aurora  is  risin’  behind  us 
The  pier  lights  our  carnival  life  forever 
Love  me  tonight 
For  I  may  never  see  you  again 
Hey  Sandy  girl 

—  Bruce  Springsteen 
“4th  of  July,  Asbury  Park  (Sandy)” 


BY  JOE  STRUPP 


to  221,449  from  224,947  over  the  same 
period.)  The  daily-circulation  gain  reversed  a 
trend  that  had  the  paj)er  losing  9,899  copies 
between  1993  and  1997-  Of  Gannett’s  seven 
New  Jersey  daily  papers,  the  Press  is  the  only 
one  to  increase  circulation  since  1997  —  and 
one  of  only  four  dailies  statewide  to  do  so. 

A  ‘Patton-ed approach 

This  circulation  and  promotion  bombard¬ 
ment  can  be  traced  to  one  man;  Publisher 
Robert  T.  Collins,  a  41-year  Gannett  veteran 
and  college  dropout  who  took  charge  of  the 
paper  after  17  years  at  the  helm  of  Gannett’s 
smaller  Courier-Post  in  Cherry  Hill,  NJ. 
Knovra  for  his  brash,  direct  management 
approach,  Collins  makes  no  apologies  for 
instituting  a  hierarchy  in  which  he  barks  out 
orders  and  expects  loyal  employees  to  follow. 

“My  management  style  is  probably  an 
acquired  taste,”  says  the  57-year-old  Collins, 
whom  New  Jersey  Monthly  magazine 
dubbed,  “Gannett’s  Little  General,”  and  who 
cites  “Patton”  as  his  favorite  movie.  “If  you 
can  work  for  me,  you  can  work  for  anybody.” 

Although  Collins  never  served  in  the 
mOitaiy,  martial  slogans  such  as  “Failure  Is 
NOT  An  Option,”  “No  Whining,”  and  “It’s 
Never  Enough”  decorate  the  conference 
room  outside  his  second-floor  office,  where 
he  is  famous  for  smoke-filled  weekly 
management  meetings.  During  a  lengthy 
interview  with  E^P  in  which  Collins  keeps  a 
pack  of  Parliament  Lights  at  his  side  and  his 
eyes  focused  on  the  interviewer,  he  speaks 
candidly  about  his  demanding  approach. 

“We  had  to  reinvent  ourselves  as  a 
product,”  Collins  explains  in  a  sharp  Jersey 


Dawn  was  still  an  hour  away  when  restless 
bargain  hunters  started  lining  up  outside  Monmouth 
Park  racetrack  on  a  cool  Saturday  morning.  Although 
the  Jersey  Shore  beaches  only  a  few  miles  to  the  east 
promised  a  glorious  sunrise,  these  shoppers  were 
fixated  on  browsing  for  vintage  clothing,  antique  furniture,  and  other 
treasures  sprawled  across  the  thoroughbred  track’s  fenced-in  parking 
lot.  Inside,  1,500  or  so  vendors  were  busy  putting  finishing  touches  on 
their  displays.  Beyond  making  money,  these  sellers  had  another 

common  trait:  All  of  them  were  home  racks,  branded  umbrellas,  snow  scrapers  on 

subscribers  to  the  Asbury  Park  Press,  based  bad-weather  days,  and  fr^  baseball  caps 

in  nearby  Neptune,  N  J.  The  event,  which  when  the  local  minor-league  team  wins, 

marked  the  Gsmnett  Co.  Inc.  paper’s  third  At  the  same  time,  the  paper  has  started 

annual  Yard  Sale,  gave  loyal  subscribers  free  more  than  100  contests  offering  readers 

space  in  the  huge  parking  lot  to  hawk  their  everything  from  computers  to  Valentine’s 

wares  to  some  25,000  avid  shoppers,  all  of  i  Day  candy  —  drawing  more  than  7  million 
whom  got  in  fiw.  I  entrants  annually  and  giving  out  $125,000 

“It’s  a  way  to  reward  home-delivery  worth  of  prizes  each  year, 

subscribers  and  promote  our  product,”  says  “We  take  a  very  proactive  approach  to 
Joseph  Cavone,  the  Press'  director  of  market-  loyal  customers,”  says  Gary  DiSanto,  vice 

ing,  who  led  preparations  for  the  six-hour  president  of  circulation,  who  joined  the  Press 

sale  that  began  at  7:30  a.m.  “You  are  meeting  shortly  after  the  Gannett  takeover.  “It’s  all 
your  customers  and  getting  new  customers.”  about  connecting  with  readers.”  DiSanto 

The  giant  flea  market  sale,  which  cost  aggressively  surveys  readers  in  different  ZIP 

the  Press  about  $4,500  in  staff,  security,  codes  each  month  and  plots  out  marketing 

and  other  exjjenses,  is  one  of  dozens  of  i  campaigns  for  new  housing  developments 

promotions,  contests,  and  marketing  even  before  the  homes  are  built, 

schemes  the  122-year-old  daily  has  launched  The  marketing  and  promotional  push 

since  Gannett  bought  it  from  a  pair  of  local  has  produced  results,  reports  the  Audit 

owners  nearly  four  years  ago.  Bureau  of  Circulations,  which  had  the 

After  the  purchase,  the  paper  began  Press'  audited  daily  circulation  rising  to 

blitzing  its  two-county  circulation  area  158,623  in  September  2000  from  154,055  in 

with  volleys  of  marketing  gifts  for  readers,  1997,  when  Gannett  bought  the  paper.  (The 

including  Press  coffee  mugs  inside  news  ABC  also  reports  Sunday  circulation  dipped 
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If  We  Can 
Think  it, 
We  Can  On  it 


Forivery 
ACTION, 
There’s  a 
REACTION. 


It’S  Never 
Eneugh. 


Failure  Is 
NOT 

An  Option. 


VP  of  Advertising 

A  glad-hander  who 
puts  Bill  Clinton 
to  shame.  Siciliano’s 
go-get-'em  style  could 
revitalize  a  dozen 
Willy  Lomans.  Credits 
Collins  with  allowing 
his  department  to 
beef  up  staff,  stream¬ 
line,  and  move  quickly. 
“Decisions  used  to 
take  weeks,  months. 
Now,  they  take* 
seconds." 


Executive  Editor 

A  Press  stalwart  since 
signing  on  as  a 
reporter  in  1972,  he 
rose  to  top  editor  a 
dozen  years  ago.  _ . 

Biggest  challenge  has 
been  guiding  newsroom 
through  a  wave  of  new 
special  sections  while 
keeping  on-top  of  daily 
news.  “It’s  a  whole 
different  approach." 


accent.  “We  bought  a  very  good  newspaper, 
but  we  came  in  here  with  a  mind-set  that 
we  would  take  it  to  the  next  level.” 

After  becoming  publisher  in  October 
1997,  Collins  immediately  instituted  a 
mandatory  6  a.m.  home-delivery  time,  7  a.m. 
on  weekends.  “I  knew  we  had  to  fix  delivery 
that  had  some  papers  getting  to  people  as 
late  as  9:30  a.m.,”  he  recalls.  “Then  we  had  to 
start  giving  readers  more  inside  the  paper.” 
Soon,  the  Saturday  paper  expanded  to  eight 
from  four  sections  and  Collins  ordered  that 
Saturday  and  Monday  local  front  sections 
include  live  news  for  the  first  time. 

Next  came  a  wave  of  new  special  sec¬ 
tions,  starting  with  a  weekly,  eight-page  _ 
NFL  report  and  eventually  reaching  50  ■ 

additional  weekly  or  monthly  products  ^ 

since  Collins  arrived.  Among  the  offer-  H 
ings:  a  Monday  pets  section,  a  Tuesday  I 
teen-issues  page,  and  a  Friday  fishing  I 
report.  In  addition,  the  paper  added  a  I 
free-standing  summer  shore  guide  and  I 


pared  back,”  says  John  Ward,  a  Press 
business  reporter  from  1990  to  1998, 
who  recently  became  a  free-lancer  after 
spending  two  years  at  The  Star-Ledger 
in  Newark,  N.J. 

Several  staffers  pointed  to  coverage  of 
an  Asbury  Park  riot  following  the  city’s 
Greekfest  on  Sunday,  July  15,  as  an  example 
of  how  the  cutbacks  have  hurt  the  paper. 
Although  the  melee  began  at  about  9  p.m., 
hours  before  the  paper’s  final  deadline, 
word  of  the  incident  did  not  appear  in  the 
Press  until  Tuesday.  “We  had  reports  of 
stuff  going  on,  but  we  could  not  get  police 


Vftikthiacrvimo 

tndOcmitaMntim 
^  Ml  common. 


rho  attadcs  sharks 


News:  Missing  in  action? 

But  some  critics,  including  present 
and  former  Press  employees,  say  the 
powerhouse  marketing  and  sectional 
approach  has  taken  the  paper  away 
I  from  its  mission  of  thoroughly  cover- 
i  ing  local  news.  “Promotion  is  a  good 
:  thing,  but  it’s  not  putting  money  into  a 
,  serious  news  bole,”  says  one  current 
!  Press  reporter,  who,  like  many,  re- 
j  quested  anonymity.  “When  you  don’t 
cover  beats  regularly,  you  miss  that 
phone  call  that  can  tip  you  to  a  story.” 

The  news-coverage  hit  began 
almost  immediately  after  Gannett’s 
purchase.  The  editorial  staff  dropped 
by  20%  in  the  first  year  following  the 
sale  —  mostly  through  attrition  —  to  184 
from  230  full-time  employees,  according 
to  Executive  Editor  W.  Raymond 
Ollwerther,  a  29-year  Press  veteran. 
Although  the  news  staff  has  slowly 
increased  in  recent  years  by  about  12%, 
and  the  amount  of  news  space  is  actually 
up,  most  of  the  new  positions  and  column 
inches  have  been  added  for  the  special 
sections.  “Everything  has  been  dramatically 

Under  Collins,  the  Press  has  gone  for  the  lure 
of  special  sections  —  “Hook,  Line  &  Sinker.” 


to  confirm  anything,”  says  Ollwerther.  “We 
couldn’t  get  the  information  confirmed  in  a 
way  we  were  comfortable  with.” 

Among  the  paper’s  chief  critics  since  the 
Gannett  purchase  is  Wally  Patrick,  a  former 
copy  editor.  He  spent  20  years  at  both  the 
Press  and  its  sister  paper,  the  Home  News 
Tribune  of  East  Brunswick,  but  left  earlier 
this  year  following  a  reassignment  dispute. 
“There’s  no  question  the  quality  has  gone 
downhill,”  Patrick  tells  E^P.  “They’ve 
added  more  and  more  soft  features,  and 


behave 
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the  amount  of  local  news  has  been  reduced.” 

The  Gannett  regime  also  tinkered  with 
the  Press  circulation  and  coverage  configura¬ 
tions,  reducing  the  number  of  zoned  editions 
to  three  from  five  and  the  number  of  bureaus 
to  five  from  six.  The  state  bureau  in  Trenton, 
where  five  people  wrote  solely  for  the  Press 
prior  to  the  sale,  merged  with  the  Gannett 
New  Jersey  Newspapers  state  bureau,  which 
now  has  eight  reporters  sending  stories  to  all 
seven  of  Gannett’s  New  Jersey  dailies.  “Don’t 
even  go  there,”  replies  a  Trenton  bureau 
staffer  when  asked  if  the  joint  approach  to 
state  news  has  diminished  coverage. 


Since  its  founding  in  1879,  the  Press  has 
seen  almost  as  many  changes  as  the  town 
that  shares  its  name. 

Asbury  Park,  known  for  decades  as  a  lively 
seaside  resort  town  with  an  amusement 
park,  boardwalk  attractions,  and  a  large 
convention  hall,  fell  into  ruins  following 
race  riots  in  the  late  1960s  and  early  ’70s. 
Construction  of  a  mall  in  a  neighboring  city 
also  hurt  the  economy  and  drove  middle- 
class  home  owners  away. 


Even  the  fame  that  rock  star  Bruce 
Springsteen,  who  lived  nearby,  brought 
to  the  area  in  the  1970s  —  with  his  debut 
album,  “Greetings  From  Asbury  Park, 

N  J.,”  and  appearances  at  the  local  club. 

The  Stone  Pony  —  could  not  enliven 
interest  in  the  town. 

The  Press  eventually  followed  the  trend, 
building  a  new  printing  plant  in  1980  at  its 
current  Neptune  headquarters,  which 
eventually  became  home  to  all  newspaper 
operations  in  1985.  A  second  production 
plant  opened  10  miles  west  in  Freehold  in 
1995  with  three  used  Goss  Metroliners  the 
paper  bought  from  The  New  York 
Times.  That  became  the  paper’s  sole 
printing  site  in  1998  when  Collins 
shut  down  the  two  Neptune-based 
presses  to  save  money. 

Prior  to  Gannett,  the  Press  had  been 
family-owned  since  its  creation  by 
local  physician  and  druggist  Dr.  Hugh 
S.  Kinmonth,  who  launched  the  paper 
as  a  weekly.  The  Kinmonth  family  ran 
the  paper,  which  went  daily  in  1895, 
until  1945  when  J.  Lyle  Kinmonth 
willed  it  to  Wayne  D.  McMurray  and 
Ernest  W.  Lass,  two  senior  executives. 

Eventually,  Lass  left  his  half  of  the 
paper  to  his  son,  E.  Donald  Lass, 
while  McMurray  willed  his  portion  to 
Jules  L.  Plangere,  the  paper’s  general 
manager.  Lass  and  Plangere  sold  to 
Gannett  in  1997-  “We  were  very 
selective,”  says  Plangere,  now  80  and 
living  in  nearby  Spring  Lake.  “The  big 
thing  was  that  [Gannett’s  then- 
Chairman]  John  Curley  had  worked 
for  us  [as  a  reporter].  He  knew  us. 

We  had  confidence  that  he  was  an 
outstanding  newspaper  man.” 

Although  Plangere  declines  to  judge 
the  current  performance  of  the  Press 
—  other  than  to  say,  “It’s  still  a  good 
newspaper”  —  he  agrees  that  a  change 
from  family  ownership  to  corporate 
control  has  an  impact  no  matter  who 
is  involved.  “If  they’re  publicly  held, 
obviously  they  have  shareholders  to 
answer  to,”  Plangere  says  during  an 
interview  in  his  seaside  home,  just  blocks 
from  the  beach.  “It’s  a  factor  that  a  private 
operator  does  not  have.” 

But  the  former  owner  is  quick  to  add 
!  that  some  family-owned  papers  need  the 
I  resources  of  a  chain  to  keep  up  with 
i  changing  technology  and  costly  expansion. 

The  spoils  of  war 

Collins,  who  serves  not  only  as  publisher  of 
the  Press  but  also  as  president  of  the  entire 
i  Gannett  New  Jersey  Newspaper  Group, 


i  declines  to  release  advertising-revenue  or 
profit-margin  figures  for  the  paper. 

But,  according  to  Competitive  Media 
Reporting,  the  Press’  ad  revenue  has 
increased  steadily.  CMR  Major  Accounts 
Manager  Chuck  Paul  estimates  the  pap)er 
had  ad  revenue  of  $193,419,113  in  1999  and 
$203,275350  in  2000  —  and  that  it 
totaled  $70,734,126  for  the  first  six  months 
of  this  year,  versus  $69,501,232  for  the  same 
period  last  year.  “It’s  an  above-average  per¬ 
formance,”  Paul  says  of  the  2001  numbers, 
considering  current  industry  conditions. 

Another  sign  of  a  healthy  profit  line  for 
the  Press  was  Collins’  recognition  in  1998  as 
Gannett  “Manager  of  the  Year,”  an  award 
bestowed  by  Gannett  top  executives.  “In  our 
first  year  here,  bottom-line  performance 
was  such  that  we  became  the  most 
successful  purchase  in  the  history  of 
Gannett,”  Collins  claims. 

The  maverick  publisher  reached  that  level 
;  by  taking  several  immediate  cost-cutting 
steps  within  weeks  of  his  arrival,  including 
some  that  drew  complaints  from  staffers. 
Among  the  quick  fixes  that  saved  an 
estimated  $125,000  annually  were 
eliminating  free  coffee  in  the  newsroom, 
i  canceling  a  plant-watering  service,  placing 
tighter  controls  on  overtime,  requiring 
approval  from  his  office  for  all  outgoing 
overnight  mail,  and  decreasing  the  number 
of  company-funded  cellular  phones  —  to 
about  25  from  100. 

“We  were  spending  $4,000  a  year  to 
;  have  someone  come  in  and  polish  the  brass 
fixtures,”  Collins  says.  “I  cut  that  out  in  the 
:  first  week.” 

Collins  also  reduced  staff  for  the  paper’s 
;  Web  site,  to  nine  positions  today  from 
about  44  in  1997.  He  said  the  reduction 
stemmed  mostly  from  removing  the  site’s 
use  as  a  Web  server  and  maintaining  it  as  a 
simple  news  site.  The  online  edition 
I  (http://www.app.com)  also  became 
j  profitable  for  the  first  time  under  Collins, 
i  who  started  seeing  a  positive  cash  flow  in 
1999.  “If  it  were  up  to  me,  I  would  like  to 
chiirge  for  access  to  the  site,”  he  adds.  “But 
that  is  not  my  decision.” 

Gary  Watson,  president  of  the  Gannett 
Newspaper  Division,  declined  to  comment 
:  on  the  Press’  revenue  status.  But,  in  a  state- 
i  ment  to  Ei^P,  he  says  the  paper  “continues 
to  do  very  well,  just  as  we  e.xpect  it  would.” 

While  Collins  was  glad  to  cut  back  extra 
i  expenses  and  news  staff,  the  advertising 
staff  received  a  boost  in  manpower  in 
Gannett’s  wake,  according  to  Sam  Siciliano, 

;  vice  president  of  advertising  and  a  36-year 
j  Press  employee.  First,  the  sales  area  was 
restructured  to  36  from  30  retail  advertising 
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VP  of  Circulation 

Approaches  home- 
subscriber  needs 
like  religious  duties. 
DiSanto  led  early- 
delivery  charge, 
targeted  new  research, 
and  launched  a 
reward  program  that 
reduced  the  Press’ 
churn  rate  to  65.3% 
from  90%  in  three 
years.  “You  have  to 
have  a  heads-up 
with  readers.” 


JOSEPH  MVONE 

VP  of  Marketing 

A  former  reporter  and 
editor  at  several 
New  Jersey  papers, 
Cavone  jumped 
headfirst  into  promo¬ 
tion  for  its  creative 
opportunities.  Preaches 
that  newspapers 
should  give  customers 
more  than  a  yearly 
Christmas  card.  “You 
have  to  be  fun  and 
reward  readers  with 
better  value.” 
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A  tip  o’  the  cap:  When  the  Lakewood  BlueClaws 
win,  the  Press  sends  freebies  from  Asbury  Park. 


Reader  Re^ 


the  ball  a  bit  in  the  investigative  and 
enterprise  [reporting],”  he  says.  “I  think 
we  let  that  tail  off,  but  it  wasn’t  for  lack  of 
commitment.  We  were  moving  so  fast  and 
in  so  many  directions  coming  out  of  the 
gate,  that  one  got  away  from  us.” 

But  the  publisher  contends  the  paper 
has  come  back  strong.  He  points  to  a 
highly  touted  1999  series  on  public-record 
access,  which  sparked  new  legislation  to 
open  state  records  to  public  scrutiny,  and 
a  2000  review  of  the  state  foster-care 
system,  which  resulted  in  legislation  to 
improve  the  state  child-protection  agency 
and  $10  million  of  increased  funding. 

The  paper  has  not  sought  to  go  beyond 
its  circulation  base  in  Monmouth  and 
Ocean  counties,  although  marketers 
are  trying  to  reach  more  readers  since  the 
two-county  area’s  population  increased  by 
about  13%  between  1990  and  2000, 
according  to  the  U.S.  Census  Bureau. 

Mindful  of  changing  demographics,  the 
paper  balances  efforts  to  remain  true  to 
the  Jersey  Shore  of  Bruce  Springsteen  and 
Asbury  Park’s  seaside  history  with  those 
of  revitalizing  the  city’s  poor  beachfront 
economy  and  overall  lifestyle. 

“There  is  a  sense  that  this  is  a  time  for 
Asbury  Park  to  turn  itself  around,”  says 
Ollwerther,  who  grew  up  in  nearby 
Freehold  and  graduated  with  Springsteen’s 
1967  high-school  class.  “We  have  put  more 
people  on  coverage  of  Asbury  Park.”  As  an 
example,  he  cites  the  paper’s  sponsorship 
of  a  candidates’  forum  for  city  elections 
this  year,  publication  of  voter  polls,  and 
creation  of  an  extensive,  two-page  spread 
on  candidates  and  issues. 

The  Press  also  has  been  running  a  series, 
“What  Ails  Asbuiy?”  —  a  look  at  problems 
and  solutions  in  its  namesake  town.  The 
most  recent  reports  focused  on  a  stalled 
redevelopment  plan  for  the  waterfront. 

“You  have  an  obligation  to  help  a  city 
that  wants  to  move  forward  in  a  positive 
direction,”  Collins  says  about  the  paper’s 
relationship  with  Asbury  Park.  “We 
should  be  involved  in  that  debate.” 

As  for  the  future  of  a  Collins-led  .r4s6M7^ 
Park  Press,  the  publisher’s  military 
approach  continues.  “Well  never  just  stay 
in  neutral,”  he  predicts.  “Well  always  be 
on  the  offensive.”  H 


to  Another 


territories,  allowing  each  sales  repre-^WJ| 
sentative  to  focus  on  a  smaller  swath  01^ 
clients.  In  addition,  three  new  people 
joined  the  classified  advertising  staff. 

Siciliano  also  sought  better  productivity 
and  ad  sales  through  changes  that  included 
increased  group  buys  with  other  New 
Jersey  Gannett  papers,  such  as  a  mandato¬ 
ry  three-paper  buy  for  all  display  employ¬ 
ment  ads;  a  new  computer  program  that 
tracks  the  three-year  history  of  all  major  ac¬ 
counts  to  better  retain  clients;  and  creation 
of  a  Creative  Advertising  Services  depart¬ 
ment  —  a  nine-person,  in-house  advertis¬ 
ing  agency  that  works  with  retail-sales  staff 
to  tailor  ad  programs  for  individual  clients. 

“We  have  opened  up  a  lot  of  new  sources 
of  revenue,”  says  Siciliano,  who  declines  to 
release  specific  data.  “In  a  word,  it  is  ‘up.’” 
He  also  says  staff  turnover,  which  was 
about  60%  in  his  department  the  first 
year  after  Gannett  took  over,  has  been 
nonexistent  since  May  of  last  year. 

“Some  people  chose  not  to  deal  with  the 
Gannett  focus  and  the  new  energy,”  says 
Siciliano,  who  headed  the  department  prior 
to  the  paper’s  purchase  by  Gannett.  “So  we 
brought  in  a  new  group  of  people,  and  they 
are  expected  to  perform.” 

Collins  says  he  has  looked  more  to 
employees  for  prompt  action  and  ideas, 
and  wants  workers  to  reach  out  for  help 
across  department  lines.  If  a  staff  member 
in  marketing  has  an  idea  for  an  advertising 
approach,  he  listens. 

“We  want  to  recognize  that  people  in 
all  departments  are  here  to  make  it 
work,”  says  Collins,  who  boasts  about  the 
paper’s  regular  monetary  awards  for 
employee  of  the  month,  employee  of  the 
year,  and  special  “rising  stars.”  Last 
month,  he  gave  a  $600  bonus  to  a 
telemarketing  employee  who  suggested  a 
special  section  on  local  businesses  that 
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80-page  tah  was  an  advertising  boon. 


Taking  the  high  ground 

But  does  a  quicker  approach  and  push 
for  employee  activism  produce  a  complete, 
solid  news  report  that  will  thrive  in  the 
long  term?  For  years,  Asbury  Park 
Press  was  known  as  a  good  local  paper 
with  reporting  depth  and  enterprise  that 
went  beyond  the  daily  news,  as  well  as  for 
insightful  series  and  award-winning 
projects  that  often  rivaled  those  of  bigger 
papers  in  New  York  and  Philadelphia. 

Just  months  before  the  Gannett  sale,  the 
paper’s  “House  of  Cards”  series  exposed  a 
major  brokerage  scam  that  led  to  several 
indictments  and  stopped  the  mei^er  of  two 
major  mortgage  companies.  The  paper  was 
rewarded  with  the  James  K.  Batten  Award 
from  the  Pew  Center  for  Civic  Journalism. 

Local  officials  and  readers  noticed  a 
dearth  of  such  coverage  immediately 
following  the  paper’s  sale,  however.  “When 
they  first  bought  it,  they  were  trying  to  pool 
their  editorial  resources  to  cut  costs,  and 
that  really  reduced  local  coverage,”  says 
Rosemarie  Peters,  a  township  committee 
member  and  former  mayor  of  Middletown 
in  Monmouth  Coimty. 

Some  blamed  the  reduced  investigative 
approach  on  Gannett’s  reputation  for 
short,  local-oriented  stories,  while  others 
contended  that  the  switch  from  family 
ownership  to  a  large  chain  inevitably 
brought  difFerences.  “They  don’t  have  the 
class  the  previous  [ownership]  group  had,” 
says  Toms  River  bureau  reporter  Joe  Sapia, 
who’s  been  at  the  paper  since  1978.  “TTiere 
is  less  of  a  journalistic  approach  and  more 
of  a  business  approach.” 

— -  Collins  admits  that  in-depth 

and  probing  journalism  took  a 
back  seat  for  the  first  few  years 
of  his  regime.  “We  had 
kind  of  dropped 
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-FEATURES  AVAILABLE- 


-ANNOUNCEMENTS- 


-EQUIPMENT&  SUPPLIES- 


ASTROLOGY 

NEWSPAPER  BROKERS 

NEWSPAPER  BROKERS 

EQUIPMENT  FOR  SALE 

WEEKLY-  MONTHLY  -  CAMERA  READY 

FREE  link  to  WWW  brings  readers 

Time  Data  Syndicate  (800)  322-5101 

MICHAEL  D.  LINDSEY 

Experienced  -  Confidential 

229  Stetson  Dr.  Cheyenne,  WY  82009 

PHILLIPS  PROPERTIES,  INC. 

Consultants-Investments 
Management  -  Brokers 

2  GOSS  SSC-4  Highs  21  1/2’  cut-off 

running  well  -  $100,000.(X)  each  -  or  best 
otter  by  owner  (631)  231-  6060 

ADVERTISING  AGENCIES 

HUMOR.  Tongue-in-cheek  take  on  polar  op- 
posites-Real  Life  &  Hollywood.  From  indus¬ 
try  PR  vet  just  trying  to  sleep  easy.  Art 
Buchwald  meets  The  Player.  Plus  star  inter¬ 
views.  Ken  323/469-0252. 

FEATURES  AVAILABLE 

TRIVIA  WITH  A  TWIST  get  “Ponder  Points” 
6  days  a  week  250-350  words  per  day 
$15.00  per  week  (512)  345-7475  to: 
www.pearyperry.com  for  samples 

_ MOVIE  REVIEWS _ 

MINI  REVIEWS.  Essential  information  for 
moviegoers.  Star  photos.  Appealing,  graph¬ 
ic  rating  system.  Cineman  Syndicate,  P.O. 
Box  4433,  Middletown,  NY  10941. 

(845)  6924572,  Fax:  (845)  692-831 1 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 

Call  (800)  2924308/(909)  927-0164 

_ WEATHER  MAPS _ 

WEATHER  MAPS,  7  day  forecast,  revolu¬ 
tionary  technology  from  Weather  Under¬ 
ground.  Print  ready  custom  formats,  simple 
contracts,  competitively  priced.  World  cov¬ 
erage  in  50+  languages. 

(415)  5434806  x2 

htlp//www.  wunderground.com/newspaper 
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NEWSPAPER  APPRAISERS 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATE 
Box  579,  Landrum,  SC  29356 

KAMEN  &  CO.  GROUP  SERVICES 
NEW  YORK  •  TAMPA  •  LOS  ANGELES 
Appraisals,  Formal  Business  Plans 
Brokering  /  Business  Anaiysis 
Confidential  •  Accurate  •  Comprehensive 
(516)  379-2797 
(727)  786-5930 
kamenandco@aoi.com 

WHATS  YOUR  PAPER  WORTH? 

Find  Out  Today!  It’s  Free! 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  Est.  1959 

www.editorandpublisher.com 


(307)  772-0003,  Fax  (307)  772-0004 

www.publicationsforsale.com 

800  Sold  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett.  South  (828)  749-6397 
Stephen  Klinger,  Southwest 
(505)  524-0122 
John  Szefc,  Northeast 
(845)  291-7367 
Scott  McGraw,  Midwest 
(517)  369-2126 
Ron  Mix,  West  (209)  634-7202 

GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 

GREGG  KNOWLES 
Knowles  Media  Brokerage  Services 

Affiliated  with  Mel  Hodell,  Media  Broker  Inc. 
Nationwide  Sales,  Acquisitions,  Mergers 

(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

Leader  in  Sale 
of  Community'  B-  ^ 
Newspapers 

Check  tmr  references 
(214)  265-9300 

Kickenbachcr  IVIeclia 

673  I  r>esct>  Dr.,  Dalla 
673  1  Desco  Dr..  Dalliis,  TX  75225 
w  w  w . ri c k e n bac he riiicd i a  .cti m 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 

(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 

NEWSPAPER  APPRAISERS 


P.O.  Box  219 
Baker.  FL  32531 

Phone  (850)  537-4040 
Fax  (850)  537-4050 

THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
“A  tradition  of  service  to 
community  newspapers” 
(580)  421-9600 
P.O.  Box  1985,  Ada.  OK  74821 
www.bolitho.com 


NEWSPAPERS  FOR  SALE 

CHICAGO  NORTH  SUBURBAN  weekly 
newspaper  for  sale.  44  years  old.  $1  million 
gross  sales.  P.O.  Box  651,  Wilmette, 
IL  60091. 

FOR  A  LIST  OF 

Publications  For  Sale  Go  To... 
www.mediamergers.com 
W.B.  Grimes  &  Co..  Est.  1959 

FOR  SALE:  Weekly  newspaper/shopper 
group  in  Southern  Minnesota.  Will  sell  indi¬ 
vidually  or  as  a  group.  Real  estate.  Com¬ 
mercial  printing.  Profitable.  No  brokers. 
E-mail  to:  ajp711@excite.com 

MAJOR  CITY  MAGAZINE.  Slick,  4<olor, 
profitable.  $225K.  Also  county  seat  week¬ 
lies,  others.  Free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703-2833 
(512)  476-3950 


MENDOCINO  CALIFORNIA'S  premier 
tourist  magazine  100  K.  net  by  owner 
(707)  937-2105 

NEWSPAPER  APPRAISERS 


;  Confidential  Appraisal 
^  for  Estate,  ESOP, 

>  Partners,  Bank,  Tax, 

f  Stock,  Assets 


Bolitho-Cribb 
&  Associates 

Publication  Brokerage 
&  Appraisals  est. 1923 
Over  2090  papers  sold 


cribb.com 

Confidential  *  Convenient 
24  hours  a  day,  7  daya  a  week 


Please  call  us  to  discuss  your  options  in  a  sale 


_ MAIIJIOOM _ 

BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelber^all 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-%56 

NEWSTEC,  INC 

Specializing  in  SLS/^uller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone;  (508)  85a7945 
Fax:  (508)  850-7951 
www.newstec.com 

_ NEWSRACKS _ 

IMI  (I  SA)  CORPORATION 

Wood  displays  single  copy 
Newspaper  Circulation  Supplier 
>  Free  brochures  available 

^  '  Phone:  (800)  336-5803 

I  Fax:  (909)  920-3060 
Email:imiusa@aol.com 
www.imiusacorp.com 


GOSS  URBANITE  USERS  -  NEED 
BACK  TO  BACK  COLOR? 

Use  your  existing  mono  units  or  add  new 
units  to  make  four-high  towers  with  rein¬ 
forced  side  frame  support  for  operation  at 
55,000  per  hour  without  vibration.  Add  mo¬ 
torization  of  sidelay  and  circumferenbal  reg¬ 
isters  for  good  quality  color  registration. 
Infeed  and  outfed  systems  for  straight  web 
lead  and  constant  web  tension.  Control 
console  for  motorization  of  plate  cylinders 
and  anti-taivout  system. 

Over  30  tour-high  towers  installed  and  op¬ 
erating  successfully. 

ALLPRESS  EQUIPMENT,  INC. 

Tel:  (407)  281-0111 
Fax:  (407)  282-2289  or 
(407)  281-0111 
E-mail;  apreeq@aol.com 


Inland  Newspaper  Madiinenf  Corppratipn 


John  Crfbb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozeman,  MT  59715 
Jcribb@cribb.com 


Jim  Hicks 
307-684-9407 
336  US  16  East, 
Buffah^  WY,  828M 
jhicks@cribb.com 


For  a  listing  of  publications  for  sale,  go  to  www.cribb.com 
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268  Edgemere  Way  E.,  mm  niaidnews  con 

Naples,  FL  34105  - ^ - 

tkaravakis@crlbb.com 

INTER  CONTINENTAL  GRAPHICS,  INC. 
owww.crfbb.com  Web  offset  presses:  (941)  561-6401 

www.interconbnentalgraphics.com 
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PRESSES 


CIRCULATION  SERVICES 


-HELP  WANTED- 


ADMINISTRATIVE 


ADVERTISING 


USED  PRESSES 

Let  us  help  you  through  the  process 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES,  INC. 

(800)  257-3045 
www.msicylinders.com 


-INDUSTRY  SERVICES- 


ADVERTISING  CONSULTANTS 


SALES  CONSULTATION 

Prior  radio  station  owner  shares  suc¬ 
cessful  broadcast  advertising  sales 
techniques.  Over  20  years  ex¬ 
perience.  Services  include  new  busi¬ 
ness  development,  sales  manage¬ 
ment,  sales  call  specifics  and  more. 
Non-compete  keeps  me  out  of  New 
England  radio  sales  but  not  print 
sales. 

Benchmark  Sales  Consulting 
(617)  232-5576 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)  5501515 
Eric  Southward 
www.metro-news.com 


BETTER 

Telemarketing  Best  References 
The  Telesphere  Company 
(800)  884-9511 
HHalat@aol.com 

CIRCUUTION  SERVICES,  INC. 

The  Prepaid  Sales  Leader 

Find  Out  More  At 
www.circulationservices.com 
Or  call  Andy  Orr  at; 

(970)  493D470  MtJ  09 _ 

MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus  Quan¬ 
tity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail;  mpi@marketingplusinc.com 
www.marketingplusinc.com 

PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 
PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7766397 

WWW.PROSTARTS.COM 


SPECTRUM  MARKETING  SERVICES 

A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 


COMPUTER  SOFTWARE 


COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment, 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drivel!  See  it  at 
publishing.abelson.com 
or  Call  Susan  or  Glenn  at  (516)  596-9610 


CONSULTANTS 


MARKETING  CONSULTANT 

Management  Executive  with  15-i-  years 
experience  in  strategic  planning,  busi¬ 
ness  development,  sales  and  market¬ 
ing,  product  launches,  event  planning, 
awards  programs,  and  conference 
management  is  seeking  clients  with 
event  planning/marketing  needs  on  a 
project  basis.  Proven  track  record  of 
increasing  revenue,  developing  new 
clients,  extending  brand  and  producing 
quality  events. 

Producer  of  one  of  the  industry's 
most  premier  events.  International 

pxnpripncp 

Phone;  (609)  588-8703  E-mail; 
marshastol^an@hotmail.com 


EDITORIAL  SERVICES 


FIND  ACCOUNT  EXECUTIVES!  Sales 
Managers!  Marketing  -  Research  -  Traffic 
Production  -  Promotion  Pros! 
www.MediaRecruiter.com  $395  Total  Fee 
303-368-5900  -  60,000  Sales  Pros 
see  your  ad  monthly! 


INTERNET  SERVICES 


PSST,  ITS  ABOUT  PROFITS  not  just 
revenues.  Profitable  turnkey  websites  for 
newspapers. 8774626397 
www.our-hometown.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Un¬ 
safe  floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 


PROOFREADING 


COPYEDITING.  Accurate,  fast  and 
inexpensive.  Call  Yashmyn  Jackson 
at  Chicago  Editing,  (312)  3726560 
y)ackson@chicagoediting.com 

AUGUST  13,  2001 


GENERAL  SALES  MANAGER 
Daily  newspaper  seeks  individual  with 
strong  newspaper  or  shopper  ad  manage¬ 
ment  and  sales  skills.  Proven  track  record 
of  strategic  planning  and  implementation 
necessary.  Must  have  experience 
leveraging  sales  opportunities  with  other 
publications,  websites.  Opportunity  to  grow 
quickly  into  general  management  role  with 
the  newspaper  or  other  newspapers  in  this 
national  group.  Send  resumes  to:  Michael 
Giangreco,  Publisher,  The  Napa  Valley  Reg¬ 
ister,  P.O.  Box  1615,  Napa,  CA  94559  or 
E-mail  to:  mgiangreco@pulitzer.net. 


INCREDIBLE  ADVENTURE  for  entrepreneurs 
looking  for  fantastic  career  opportunity. 
Bigfoot  Media,  publisher  of  the  award-winn¬ 
ing  Berkeley  Daily  Planet  &  San  Mateo  Daily  I 
Journal,  needs  high-energy  Sales  Managers  i 
to  build  &  lead  teams  at  start-up  community  i 
dailies  on  the  West  Coast.  Competitive  i 
compensation  +  stock  options  for  aggres-  ' 
sive  leaders  (we  are  venture  capital- 
backed).  This  is  not  for  the  faint-hearted! 
Cover  letter  &  resume  to; 

hr@berkeleydailyplanet.net  or  FAX  to; 

(510)  841-5695 


PROPERTY  MANAGERS 
Add  Inc,  one  of  the  country’s  leading  pub¬ 
lishing  and  printing  companies  has  openings 
for  Property  Managers  at  our  Wisconsin  and 
Massachusetts  locations. 

The  position  will  be  responsible  for  oversee¬ 
ing  the  daily  operations  of  a  weekly  commu¬ 
nity  shopper.  The  ability  to  work  with  other 
property  managers  in  the  group  and  pro-  i 
mote  cross  sell  and  shared  promotions  is  i 
essential. 

Preferred  qualifications  include: 

•  Management  experience 

•  Sales  achievement  track  record 

•  Production  knowledge  and  experience 

•  Business  finances  understanding 

•  Communication  skills/education 

•  Commitment  to  the  organization 

The  ideal  candidates  should  possess  the  , 
ability  to  build  a  high  performance  team  by 
helping  recruit,  develop  and  retain  top  em-  i 
ployees.  Candidates  should  have  ability  to  i 
develop  and  implement  strategic  and  tacti-  I 
cal  plans  along  with  profit  planning  for  the 
property. 

Great  earning  potential  and  comprehensive 
benefit  package  -  as  an  employee,  of  our 
company,  you  will  have  the  opportunity  to 
become  an  employee  owner. 

Please  send  resume  to: 

Add  Inc. 

Attn:  Human  Resources  Department 
P.O.  Box  609,  Waupaca,  Wl  54981 
Fax:  (715)  2586469 
E-mail:  vsokol@add-inc.com 
EOE/M-F 


AD  DIRECTOR 

Metro  market  experience  with  niche  publi¬ 
cations  will  be  an  edge  on  this  one.  An  ad 
manager  at  a  daily  in  a  comparable  market 
could  qualify.  The  potential  to  be  a  publish¬ 
er  helps,  too.  Lead  10  reps  and  our  classi¬ 
fied  manager  in  selling  for  Inside  Tucson 
Business,  and  our  50,000-circulation  Tuc¬ 
son  Weekly.  See  wvw.azbiz.com.  Com¬ 
petitive  base,  bonus,  and  benefits.  Reply 
promptly  with  Word  attachments  to: 

Joann  Hardy  Carranza,  General  Manager  at: 
jcarranza@azbiz.com  or  to  her  at: 

Tucson  Weekly 

P.O.  Box  2429,  Tucson,  AZ  85702 


ADVERTISING  DIRECTOR 
The  Times  Record  News,  a  36K  circulation 
daily  in  Wichita  Falls,  Texas  is  seeking  an 
Advertising  Director.  This  is  a  great  oppor¬ 
tunity  for  a  sales  leader  with  a  proven  record 
of  outstanding  sales  accomplishments, 
creative  solutions  to  problem  solving, and  a 
history  of  building  a  strong  sales  team. 
The  position  offers  an  excellent  challenge 
as  well  as  reward  for  the  person  who  can 
lead  and  show  us  how  to  take  advantage  of 
the  opportunities  of  a  new  Strategic  Mar¬ 
keting  Group  being  considered  for  the 
three  E.W.  Scripps  Company  dailies  located 
in  our  Texas  region. 

Please  send  resume  to; 

Nita  Stennett,  HR  Director 
Times  Record  News 
P.O.  Box  120 
Wichita  Falls,  TX  76307 
E-mail:  stennettn@wtr.com 
The  Times  Record  News  is  an  Equal 
Opportunity  Employer.  EOE.  M/FA/D 


ADVERTISING  DIRECTOR 
Supervise  a  staff  of  22  full-time  employees 
including  the  sales  staffs  of  The  Meadville 
Tribune  (daily  Mon.-Sun.)  and  The  Titusville 
Herald  (daily  Mon.-Sat.).  Both  newspapers 
are  located  in  Northwestern  PA  with  a  conv 
bined  circulation  of  20,000. 

Ideal  candidate  will  be  a  great  communica¬ 
tor  and  have  the  ability  to  lead,  motivate 
and  develop  a  stronger  sales  organization. 
Budgeting  and  major  account  experience  a 
must. 

Immediate  priorities  include  integrating 
both  sales  staffs,  restructuring  a  new  sales 
organization  servicing  Crawford  and  Erie 
Counties,  develop  and  design  products  to 
enhance  our  position  in  the  market,  have  a 
i  proven  track  record  of  meeting  sales  goals 
I  with  a  marketing  background. 

Become  part  of  the  fastest  growing  news¬ 
paper  company  in  the  U.S.  We  offer  an  ex¬ 
cellent  compensation  package,  401(k)  plan, 
health  benefits,  plus  much  more. 

Send  resume  and  cover  letter  along  with 
salary  requirements  to  Jeanne  Moore-Yount, 
i  publisher.  The  Meadville  Tribune,  947  Fed- 
.  eral  Court,  Meadville,  PA  16335.  Or  E-mail: 
jmyount@cnhi.com 


C2  EDITOR  &  PUBLISHER  CLASSIFIEDS 


-CLASSIFIED  ADVERTISERS - 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- www.eciitoranclpublisher.com - 

www.editorandpublisher.com 


Phone:  1-888-825-9149 


ClAPMiDVJlINL  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


ADVERTISING 


ADVERTISING  DIRECTOR 
Small  daily  newspaper  seeks  individual  with 
strong  sales  and  organizational  skills.  The 
perfect  opportunity  for  the  right  individual 
looking  to  take  the  next  step  in  his  or  her 
career.  Great  company  offers  competitive 
salary  and  benefits.  Newspaper  located  in 
sportman's  paradise  with  exceptional  Mon¬ 
tana  small  town  quality  of  life.  Please  send 
resume  to; 

Box  2249,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


ADVERTISING  DIRECTOR:  Are  you  an 
up-and-comer  Ad  Manager  ready  to  be  the 
Ad  Director?  Here’s  your  opportunity  to  run 
The  Register  Citizen's  advertising  depart¬ 
ment,  a  seven-day,  10,000  circulation  daily 
newspaper  located  in  the  rolling  hills  of 
beautiful  Litchfield  County,  Connecticut.  A 
Journal  Register  Company  newspaper. 
Huge  opportunity  for  career  growth. 
Resume  to  Rob  Pazdziorko,  Publisher: 

E-mail:  rpazdziorko@journalregister.com 
Fax:  (860)  489-2898 


LOOKING  FOR  THAT 
EXCELLENT  CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  38  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 
www.ogdennews.com/opportunities 


SALES  TRAINING  &  DEVELOPMENT 
MANAGER 

The  Advertising  Division  of  The  St.  Louis 
Post-Dispatch  is  looking  for  a  results  driven 
leader  to  provide  sales  training  and  devel¬ 
opment  for  our  advertising  sales  organiza¬ 
tion.  Responsibilities  of  this  position  will  in¬ 
clude:  developing  sales  training  curriculum 
for  both  new  and  seasoned  Post-Dispatch 
Account  Executives,  conducting  skills 
training  as  needed  (  consultative  selling, 
territory  and  time  management,  overcoming 
objections,  closing,  etc.),  field  teaching 
and  training,  coaching,  mentoring  and  con¬ 
tinually  developing  new  curriculum  to  meet 
evolving  needs  of  our  sales  staff. 

The  successful  candidate  will  posses;  a 
proven  track  record  of  sales  management, 
a  minimum  of  five  years  experience  in  ad¬ 
vertising  sales,  sales  management  or  sales 
training  with  a  proven  track  record  of  con¬ 
sistently  exceeding  goals,  a  proven  ability 
to  lead  and  motivate  a  sales  staff,  excep¬ 
tional  time  management  and  organizational 
skills  and  a  desire  to  start  from  ground 
zero  to  create  results  oriented  training. 

We  offer  a  generous  benefits  package: 
Excellent  salary,  401(k)  plan,  health  and 
dental  and  other  benefits. 

Send  resumes  to: 

ST  LOUIS  POST  DISPATCH 
Human  Resources 

Sales  Training  &  Development  Manager 
900  North  Tucker  Blvd. 

St.  Louis,  MO  63101 
Or  send  your  resume  by  fax: 

(314)  340-3005 

Or  by  E-mail:pdhr@post-dispatch.com 
The  Post-Dispatch,  an  Equal  Opportunity 
Employer,  values  the  diversity  of  our  work 
force  and  the  knowledge  of  our  people. 

www.editorandpublisher.com 


-HELP  WANTED- 


ADVER'nSING 


SALES/BUSINESS  DEVELOPMENT 

MANAGER  j 

Add  Inc,  a  division  of  Journal  Communica-  I 
tions  and  one  of  the  Country's  leading  pub-  ! 
lishing  and  printing  companies,  is  seeking  a  < 
Sales/Business  Development  Manager  for  i 
our  Rhinelander,  Wl  location.  j 

The  successful  candidate  will  assist  in  the 
overall  management  of  a  single  Add  Inc  | 
property  including  the  following:  i 

•Assist  in  the  planning,  organizing  and  ; 
controlling  the  activities  of  all 
departments 

•Increase  the  volume  of  in-paper  display  ' 
advertising,  classified  and  quantity  and  , 
frequency  of  inserts  within  the  publication  I 

•  Spearhead  the  implementation  of  the  Cre-  i 
ative  Sales  and  Marketing  Plan 

•  Assist  in  setting  policies  on  prospecting  ; 
new  accounts,  cold  calls  and  referrals 

•  Assist  in  providing  sales  information,  sta¬ 

tistics,  research,  surveys  and  other  infor¬ 
mation  allowing  sales  staff  to  sell  profes-  ; 
sionally  and  confidently  j 

•  Assist  in  overseeing  all  special  sections,  : 
oversee  radio  trades  and  placement  and 
other  in-house  promotions  that  would 
have  an  effect  on  promoting  sales 

I  The  ideal  candidate  should  possess: 

I  •  Management  experience 
I  •  Strong  sales  background,  track  record  of 
success  required  ! 

•  Excellent  oral  and  written  communication  j 

skills  I 

•  Weekly/shopper  publication  experience  j 

preferred  ' 

:  •  Organizational,  problem  solving  and  deci-  ; 
i  sion  making  ability 
I  •College  degree  preferred 
This  position  reports  to  the  Rhinelander 
general  manager.  . 

Great  earning  potential  and  comprehensive  ; 
benefit  package  -  as  an  employee  of  our  | 
company,  you  will  have  the  opportunity  to  j 
become  an  employee  owner.  j 

Send  cover  letter  and  resume  to:  | 

Add  Inc  j 

Attention:  Larry  Antony,  Group  Manager  j 
P.O.  Box  609,  Waupaca,  Wl  54981  ; 

Lantony@add-inc.com  j 


CLASSIFIED  ADVERTISING  DIRECTOR 
The  Standard-Times,  a  30K  circulation  daily 
in  San  Angelo,  Texas  is  seeking  a  Classified 
Advertising  Director.  This  is  a  great  oppor-  ; 
tunity  for  a  leader  with  a  proven  track  i 
record  in  Classified  Advertising  sales  and  | 
management.  The  position  offers  an  exceF  ; 
lent  challenge  as  well  as  reward  for  the  per¬ 
son  who  can  lead  and  show  us  how  to  take 
advantage  of  the  opportunities  of  a  new  | 
Strategic  Marketing  Group  being  i 
considered  for  the  three  E.W.  Scripps  Com-  j 
pany  dailies  located  in  our  Texas  region.  ! 

Please  send  or  e-mail  resume  to: 

Phillis  Woods,  HR  Director  | 

Standar^Times  I 

P.O.  Box  5111  j 

San  Angelo,  Texas  76902  i 

E-mail:Woodspf@texaswest.com  I 

The  Standard-Times  is  an  Equal  Opportunity  | 
Employer.  EOE/W/F/V/D  | 

! 


“Happiness  is  not  a  station  to  arrive 
at,  but  a  matter  of  traveling.” 

-  Margaret  Lee  Runbeck 


ADVER'nSING 


ADVERTISING  DIRECTOR 
Pacific  Business  News,  Hawaii’s  leading 
business  newspaper,  seeks  an  advertising 
director.  Sales  team  passed  budget  last 
year  in  pro-active  work  environment.  We’re 
looking  for  candidates  with  newspaper 
sales  manage  ment  experience,  ability  to 
coach,  train  and  develop  a  staff  of  10  and 
analytical  skills.  Contact  Doreen  Tavares, 
Human  Resources,  1833  Kalakaua  Ave.  7th 
Floor,  Honolulu,  HI  96815  or  E-mail; 
dtavares@  bizjournals.com 


CIRCULAnON 


CIRCULATION  DIRECTOR  needed  at  14,500 
Cox  daily  in  eastern  NC.  Great  ideas  re¬ 
quired!  GEAC  software  experience  very 
helpful.  Advance  to  metros.  Letter  and 
resume  to  Rip  Woodin,  P.O.  Box  1080, 
Rocky  Mount,  NC  27802. 


CIRCULATION  DIRECTOR 
One  of  America’s  best  community  dailies 
seeks  a  bright,  promotionoriented  circula¬ 
tion  manager.  Join  us  on  the  beautiful  Texas 
Gulf  coast  for  a  challenging  opportunity, 
above  average  pay  and  beneMs  and  a 
chance  to  grow  with  a  growing  company. 
The  Galveston  County  Daily  News  is  a 
24,-000  circulation  seven^ay  morning 
paper.  Contact:  dtillotson@galvnews.com 
or  send  resume  to:  Dolph  Tillotson, 
Publisher,  The  Daily  News,  P.O.  Box  628, 
Galveston,  TX  77553. 


ACADEMIC 


CIRCULA'nON 


TELEMARKETING  SALES  MANAGER 
;  The  St.  Petersburg  Times,  located  in  beau- 
I  tiful  St.  Petersburg,  Florida  and  the  Tampa 
I  Bay  Area,  has  an  exciting  opportunity  to 
:  lead  our  outbound  telemarketing  sales  de¬ 
partment.  The  Times  has  circulation  of 
■  more  than  300,000  daily  and  400,000 
Sunday  and  is  privately  owned  by  the  Poyn- 
1  ter  Institute,  a  non-profit  organization.  The 
ideal  candidate  will  possess  strong  leader¬ 
ship  and  communication  skills  and  a  flair  for 
marketing.  This  person  will  be  a  self-starter 
:  with  a  high  energy  level,  good  people  skills, 
strong  management  techniques  and  leader- 
i  ship  ability.  Motivation  of  sales  team,  de¬ 
velopment  and  implementation  of  success¬ 
ful  sales  campaigns  and  an  ability  to  man- 
;  age  in  a  fast-paced,  competitive  environ¬ 
ment  will  be  required.  Minimum  of  three 
years  of  sales  management  experience  re¬ 
quired  and  proficiency  with  Access 
software  and  a  predictive  dialer  are  pre¬ 
ferred.  Excellent  benefits  and  work  climate, 
j  Relocation  included.  Qualified  candidates 
j  should  send  their  resume  and  salary  history 
I  to;  St.  Petersburg  Times,  Attn:  HR,  490 
!  First  Avenue  South,  St.  Petersburg,  FL, 
33701.  You  may  Fax  to  (727)  893-8185  or 
E-mail  to:  resumes@sptimes.com. 


“Remember  always  that  you  have 
not  only  the  right  to  be  an  indi¬ 
vidual,  you  have  an  obligation  to 
be  one.” 

-  Eleanor  Roosevelt 


ACADEMIC 


COMPUTER-ASSISTED  REPORTING 
PROFESSOR 


The  Missouri  School  of  Journalism  seeks  an  experienced  journalist  or  journalism  educa¬ 
tor  to  teach  computer  assisted  reporting. 

The  person  hired  will  begin  at  the  rank  of  assistant  professor  and  will  serve  on  12-month 
appointment  at  a  salary  in  the  mid  40’s.  The  position  can  be  tenure-track  or  profession- 
aFpractice  track  depending  on  qualifications.  A  master’s  degree  or  significant  profes¬ 
sional  experience  is  required.  A  doctoral  degree  is  a  plus. 

The  successful  candidate  will  join  a  School  with  a  rich  tradition  of  innovation  in  this  field. 
Missouri  was  the  first  school  of  journalism  to  teach  computer-assisted  reporting  as  a 
separate  class,  and  it  founded  the  organization  that  has  evolved  into  the  National 
Institute  of  Computer-Assisted  Reporting,  housed  at  the  School.  NICAR  is  now  a  joint 
project  of  the  School  and  Investigative  Reporters  and  Editors.  The  individual  chosen  will 
work  closely  with  IRE. 

The  Missouri  School  of  Journalism,  founded  in  1908,  was  the  world’s  first.  It  was  also 
the  first  to  offer  master’s  degrees  and  doctoral  degrees  in  the  field.  It  has  residential 
programs  in  Washington  and  London.  Its  teaching  and  research  laboratories  include  the 
Columbia  Missourian  a  daily  community  newspaper;  The  Digital  Missourian,  an  online  site 
operating  since  1992;  IPI  Global  Journalist,  an  international  journalism  magazine;  KBIA 
radio,  a  public  radio  station;  KOMU-TV,  an  NBC  affiliate;  KOMU.com,  the  television 
station’s  web  site;  Missouri  Digital  l^ews,  a  web  site  covering  Missouri  state 
government;  and  Missouri  Life,  a  bimonthly  regional  magazine. 

Applications  should  be  sent  to: 

Pansy  Cure,  Search  Coordinator 
Missouri  School  of  Journalism 
76H  Gannett  Hall,  Columbia,  MO  65211-1200 

Consideration  of  applications  will  begin  Sept.  1  and  continue  until  the  position  is  filled 

The  University  of  Missouri  is  an  Equal  Opportunity/ Affirmative  Action  Institution.  Applica¬ 
tions  from  women  and  minorities  are  encouraged.  To  request  ADA  accommodations, 
please  contact  our  ADA  Coordinator  at:(573)  884-7278. 

E-mail;  adawww@slK>wme.missouri.edu 
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-HELP  WANTED- 


CIRCULATION 


CIRCULATION  DIRECTOR 
The  Meadville  (PA)  Tribune  and  Titusville 
(PA)  Herald  is  searching  for  an  aggressive, 
goal  oriented  person  to  lead  our  circulation 
departments.  We  are  a  combined  20,000 
circulation  daily.  We  are  looking  for  a 
multi-tasking  individual  with  enthusiasm  and 
marketing  savvy.  Must  be  solid  in  ABC  audit 
accounting  methods  and  have  strong  inde¬ 
pendent  conti  actor  knowledge.  Responsibil- 
tties  include;  Sales  and  marketing  of  the 
daily  newspapers,  training  District 
Managers  and  Customer  Service  personnel, 
oversee  mailroom  operation. 

Come  join  the  fastest  growing  newspaper 
company  in  the  United  States.  We  offer  a 
complete  benefits  package  including  com¬ 
petitive  salary  and  bonus  plan,  401(k), 
health  benefits,  plus  much  more. 

Send  resume  and  salary  history  to; 

Jeanne  Moore-Yount,  The  Meadville  Tribune 
947  Federal  Court,  Meadville,  PA  16335 
Or  E-mail; 

jmyount@meadvilletribune.com 


EDITORIAL 


EDITORIAL 


BUSINESS  REPORTER 
The  Las  Vegas  Review-Journal  is  accepting 
applications  for  a  business  reporter  to  help 
cover  the  business  community  in  one  of  the 
fastest-growing  cities  in  the  United  States. 
The  ideal  candidate  will  be  a  self-starter 
who  has  at  least  three  years  of  experience 
on  a  daily  metro.  Priority  consideration  will 
be  given  to  applicants  with  business  repor¬ 
ting  backgrounds.  Send  resumes  and  work 
samples  to  Business  Editor  Michael 
Hiesiger,  P.O.  Box  70,  Las  Vegas,  NV 
89125.  Or  e^nail  (NO  ATTACHMENTS)  to; 
michael_hiesiger@lvrj.com  with  resume, 
references  and  work  samples. 

BUSINESS  EDITOR 

The  Times-Reporter,  a  Copley  newspaper, 
is  looking  for  a  successor  to  its  longtime 
business  editor,  who  is  retiring.  This  is  a 
do-it-all  type  of  position  at  an  excellent 
medium-sized  paper  in  beautiful 
Tuscarawas  County,  Ohio.  Please  send  re¬ 
sume  and  clips  to  Managing  Editor  Sandy 
Stewart,  Box  667,  New  Philadelphia,  OH 
44663. 


EDITORIAL 


NEW  OPPORTUNITIES  IN 
U.S.  INTERNATIONAL  BROADCASTING 


The  International  Broadcasting  Bureau,  funded  by  the  United  States  government, 
broadcasts  news,  commentaries  and  features  to  international  audiences  in  over  50 
languages  to  an  estimated  weekly  audience  of  100  million  worldwide.  We  will  soon 
establish  a  special  Arabic  language  broadcast  network  within  IBB's  Voice  of  America  to 
countries  in  ^e  Middle  East  and  are  seeking  three  key  executives/managers. 

NETWORK  DIRECTOR 

The  Network  Director  has  overall  leadership  and  management  responsibility  for  planning, 
direction  and  policy.  The  successful  candidate  will  have  substantive  experience  involving 
the  Middle  East  in  positions  of  increasing  responsibility.  Knowledge  of  Arabic  a  plus.  This 
position  is  in  the  Senior  Executive  Service  with  salary  ranging  from  $120,261  to 
$133,700.  The  position  is  located  in  Washington,  DC.  Relocation  expenses  will  be  paid. 

DIRECTOR  OF  NETWORK  NEWS 

The  News  Director  is  responsible  for  news  and  information  programming  to  the  Middle 
East,  combining  world,  regional  and  local  coverage.  Experience  must  include  writing 
and/or  editing  journalistic  material  in  Arabic.  The  position  is  located  in  Washington,  DC. 
Relocation  expenses  will  be  paid.  Salary  range  is  $87,864  to  $114,224. 

DIRECTOR  OF 

THE  MIDDLE  EAST  PROGRAM  CENTER 

The  Director  of  the  Middle  East  Program  Center  will  oversee  the  planning,  directing  and 
developing  of  an  Arabic  language  FM  format  in  the  region.  This  includes  technical 
program  direction  and  supervision  of  writers,  on-air  talent,  producers,  researchers  and 
disc  jockeys.  Experience  must  include  use  of  Arabic  in  radio  and/or  TV  broadcasting. 
The  position  is  located  in  the  Middle  East,  at  a  location  not  yet  determined.  Relocation 
expenses  will  be  paid.  Salary  range  is  $87,864  to  $114,224. 

For  a  complete  description  of  these  positions  and  application  requirements 
please  call  (202)  619-3117  or  visit  our  website:  www.ibb.gov 
The  International  Broadcasting  Bureau  offers  competitive  compensation,  excellent 
benefits  and  the  opportunity  for  foreign  travel.  Interested  U.S.  citizens  are  invited  to 
send  application  to; 

International  Broadcasting  Bureau 
Office  of  Personnel 
RM:  1543  ATTN:  RW-DS 
330  Independence  Avenue,  SW 
Washington,  DC  20237 


EDITORIAL 


EDITOR  1 

The  Gazette  in  Colorado  Springs, 
Colorado-100,000  daily,  119,000  Sunday- 
has  an  immediate  opening  for  an  extraordi¬ 
nary  editor,  one  with  passion  for  journalism 
of  tte  highest  quality,  rooted  in  public  serv¬ 
ice.  The  Gazette  is  a  Pulitzer-prize  winning 
organization  with  a  history  of  excellence 
and  innovation.  I 

Reporting  to  the  President  and  Publisher,  , 
the  editor  is  a  key  member  of  the  newspa¬ 
per’s  executive  leadership  team.  The  new  | 
editor  will  be  a  proven  relationship  builder,  j 
a  consummate  communicator  of  our  vision  ! 
of  journalistic  excellence,  a  mentor  and  ' 
teacher. 

The  successful  candidate  will  hold  the  title 
of  editor  and  vice  president.  Extensive 
newsroom  leadership  experience-  experi¬ 
ence  that  includes  a  track  record  of  success  | 
1  in  human  resources  management  and 
in  building  effective  partnerships  between 
operating  divisions-is  a  must.  Work  in  a  I 
competitive  environment  a  plus.  ! 

Great  pay  and  benefits  package,  great  i 

place  to  live,  great  executive  leadership 
team.  The  Gazette  is  simply  a  great  place 
to  work  and  grow.  j 

Apply  to;  VP  Human  Resources,  The  ! 

Gazette,  30  S.  Prospect  St.,  Colorado 
Springs,  CO  80903.  Send  a  letter  of  interest  | 
addressing  the  essential  position  re-  j 
quirements,  as  well  as  your  salary  history 
and  expectations.  Deadline  to  apply  is  j 
September  1,  2001.  j 


ARE  YOU  TIRED  OF  FEEDING  THE  BEAST? 
How  often  do  you  have  to  move  a  story  be¬ 
fore  you've  done  it  justice?  Do  you  skip  that 
last  call?  Cut  some  corners?  Take  someone 
else’s  word  about  a  document  you  haven’t 
had  time  to  read  yourself? 

Is  that  good  journalism? 

At  Houston  Press  we  believe  the  amount  of 
time  it  takes  to  properly  report  and  write  a 
story  is  largely  determined  by  the  story  it¬ 
self.  We  want  to  see  the  copy  when  it’s 
complete,  accurate  and  well-crafted.  And 
not  before.  We  have  an  immediate  opening 
for  an  investigative  reporter  who  takes  the 
same  approach  to  journalism  that  we  do;  i 
someone  who  understands  the  difference 
between  magazine-style  reporting  and  the  j 
hurried  fact-finding  of  daily  newspapers,  j 
Qualified  candidates  will  have  a  solid  news 
background  and  the  ability  to  create  com¬ 
pelling  stories  based  on  irniepth  reporting. 
New  Times  offers  competitive  salaries  and  i 
benefits.  Interested  candidates  should  send  I 
a  cover  letter,  resume  and  clips  to;  I 

Andy  Van  De  Voorde 
Executive  Associate  Editor  ; 

New  Times  j 

P.O.  Box  5970,  Denver,  CO  80217 


AWARD-WINNING  alternative  newsweekly 
seeks  dynamic,  experienced,  creative  vi¬ 
sionary,  charismatic,  inspiring,  hip,  wise  edi¬ 
tor.  This  is  a  great  job  for  a  great  paper  in 
a  great  town.  We're  a  hybrid  news/ 
entertainment  rag,  25  years  old,  looking  to  ' 
get  younger.  A  rich  history,  a  fascinating 
town,  a  demanding  job.  Perfect  opportunity  I 
for  the  right  person  at  the  right  state  of  I 
their  career.  Make  your  mark. 

E-mail  resumes  to;  j 

edsearch@worcestermag.com 


EDITORIAL 


COPY  EDITOR 

The  Fresno  Bee,  Central  California’s  leading 
newspaper,  is  in  search  of  a  talented  copy 
editor  with  strong  word-editing  skills,  pagi¬ 
nation  and  editing  systems  experience.  The 
successful  candidate  must  be  energetic 
and  a  creative  word  editor  willing  to  tackle 
new  challenges.  Three  to  five  years  copy 
editing  and/or  layout  experience  preferred. 
Dazzle  us  with  a  cover  letter,  resume  and 
references,  and  stories  or  sections  that 
you’ve  edited/produced  to; 

The  Fresno  Bee 
Kris  Eldred 
1626  E  Street 
Fresno,  CA  93786 
E-mail;  keldred@fresnobee.com 
An  Equal  Opportunity  Employer. 


COPY  EDITOR/DESIGNER 
The  Truth,  a  30,000-circulation,  fami¬ 
ly-owned,  7-day-a-week  AM  newspaper  two 
hours  east  of  Chicago  seeks  a  passionate 
journalist  to  join  our  copydesk.  We  need 
someone  who  can  produce  pages,  but  also 
help  with  the  evolution  of  our  look.  Contact; 
Managing  Editor  Bill  Wilson 
bwilson@elkhart-truth.com 
Or  call  (219)  296-5810 


EDITOR;  Are  you  an  up-and-comer  ready  to 
take  over  a  newsroom?  Here’s  your  oppor¬ 
tunity  to  run  The  Register  Citizen’s 
newsroom,  a  seven-day,  10,000  circulation 
daily  newspaper  located  in  the  rolling  hills 
of  beautiful  Litchfield  County,  Connecticut. 
A  Journal  Register  Company  newspaper. 
Huge  opportunity  for  career  growth. 
Resume  to  Rob  Pazdziorko,  Publisher; 
E-mail;  rpazdziorko@journalregister.com 
Fax;  (860)  489-2898 


MANAGING  EDITOR 

The  Livingston  County  Daily  Press  &  Argus, 
a  15,000  six-day  AM,  seeks  a  Managing 
Editor  to  lead  its  news  staff.  This  is  an  out¬ 
standing  opportunity  for  a  strong,  innova¬ 
tive  and  experienced  newsroom  leader  with 
daily  experience.  You  will  join  a  nationally- 
acclaimed  publishing  group  and  enjoy  the 
dynamics  of  change  in  Michigan’s  fastest 
growing  area.  Candidate  must  possess  ef¬ 
fective  leadership  skills,  5  years  of  editorial 
management  experience  at  a  daily  newspa¬ 
per  and  the  ability  to  balance  community 
journalism,  editing,  copy  layout  and  design. 
Applicants  should  send  cover  letter, 
resume,  writing  samples  and  salary  history 
to  Mary  Ann  Bartlett,  Human  Resources; 

The  Livingston  County  Daily  Press  &  Argus 
323  E.  Grand  River,  Howell,  Ml  48843 
E-mail;  mbartlett@ht.homecomm.net 
Fax;  (517)  548-5545 


ADVERTISERS 

For  Space/material 
deodlines  call 
Michele  MacMahon  at 
646.654.5303 


C4  EDITOR  &  PUBLISHER  CLASSIFIEDS  AUGUST  13,  2001 


www.editorandpublisher.com 


Phone:  1-888-825-9149  CLASSIFIED  ADVERTISING  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 

EDITORIAL 

EDITORIAL 

EDITORIAL 

EDITORIAL 

EDITORIAL  PAGE  EDITOR 
The  Kansas  City  Star  is  seeking  an  Editorial 
Page  Editor.  The  successful  candidate 
would  be  a  veteran  journalist  who  is  a 
strong  and  persuasive  writer,  but  also  an 
experienced  manager  with  the  skills  to 
reach  the  highest  levels  of  excellence  with 
a  diverse  and  award-winning  Editorial 
board.  Deep  knowledge  of  our  two-state 
area  and  the  political  and  cultural  issues 
that  shape  it  would  be  a  great  attribute.  Ap¬ 
plicants  also  should  be  adept  at  meeting 
deadlines,  sorting  through  complex  issues 
and  brokering  consensus  on  controversial 
topics.  Leading  the  Editorial  board  also 
means  working  closely  with  the  publisher 
on  editorial  positions  and  with  the  editor  on 
issues  related  to  budgeting,  personnel  and 
coordination  with  the  newsroom.  Although 
the  successful  editor  can  be  of  any  political 
ideology,  the  job  requires  a  temperament 
that  encourages  both  an  open  mind  and  an 
open  door.  There  are  strong  internal  candi¬ 
dates  for  this  position,  but  exceptional  out¬ 
side  candidates  also  will  be  considered. 
Those  interested  should  send  a  cover  j 
letter,  resumes  and  related  material  to:  ] 

Mark  Zieman  i 

Editor  I 

The  Kansas  City  Star  j 

1729  Grand  Blvd.  ; 

Kansas  City,  MO  64108  | 

Ref:  E&P 

MANAGING  EDITOR 

Responsible  for  overseeing  the  annual  up¬ 
dating  of  all  material  on  MayoClinic.com 
(centers  features.  Health  Decision  Guides, 
Planners  and  Self-Managers,  Diseases  and 
Conditions  A-Z,  Drug  Info,  Self-Care, 
First-Aid,  Answers  from  Mayo.)  Works  with 
senior  editors,  project  managers  and  spe¬ 
cialty  medical  editors  to  review  and  update 
articles,  evaluate  and  make  recommenda-  ! 
tions  on  legacy  content,  maintaining  accura-  i 
cy  and  consumer-friendly  tone  under  tight  j 
deadlines.  Reviews  existing  links  and  identi-  ! 
fies  possible  new  links  within  content  to  oth-  | 
er  Mayo  Clinic  health  information.  Must  be  j 
able  to  manage  copy  flow  and  review  proc¬ 
ess  and  be  comfortable  and  quick  and  edit¬ 
ing  and  reorganizing  material.  Reports  to 
executive  editor  and  works  closely  with  oth¬ 
er  managing  editors  and  web  content  pro¬ 
ducers.  Team  work  and  flexibility  in  a 
fast-paced  online  environment  required. 
Bachelor’s  degree  in  Journalism  or  Mass 
Communications  required.  Professional 
background  in  health  and/or  journalism  pre¬ 
ferred,  with  experience  writing  and  editing 
for  a  consumer  audience.  Web-related  edi¬ 
torial  experience  preferred.  Mayo  Clinic 
offers  an  excellent  salary  and  benefits  pack¬ 
age  including  relocation  assistance.  Please 
submit  resume  referencing  job  posting 
#01-2466. EP  to:  Mayo  Clinic,  Steffany 
Staska  -  HR,  200  1st  Street  SW,  OE-3, 
Rochester,  MN  55905. 

Phone:(800)  562-7984 
E-mail:careers@mayo.edu 
Website:  www.mayo.edu 

SPORTS  EDITOR 

The  Progress-Index,  an  award-winning  pa¬ 
per  in  Petersburg,  VA,  with  a  daily  circulation 
of  18,500,  seeks  a  sports  editor  with 
leadership  skills,  vision,  news  judgment  and 
proven  writing/editing  ability.  Send  resume 
and  clips  to:  Jon  Pope,  The  Progress-Index, 
15  Franklin  Street,  Petersburg,  VA  23803. 

www.editorandpublisher.com 


NEWS  EDITOR  -  The  Tribune-Democrat,  a 
scrappy  but  style-conscious  seven-day  . 
45,00(k;irculation  daily,  seeks  a  first-class 
editor  to  oversee  the  work  of  copy  editors,  | 
insuring  that  deadlines  are  met.  Must  write  I 
headlines  that  sing,  edit  copy  in  conform-  ' 
ance  with  AP  and  be  a  good  teacher.  Sam¬ 
ples  and  resume  to  David  M.  Levine,  editor. 
The  Tribune-Democrat,  425  Locust  Street, 
Johnstown,  PA  15907. 


NEWS  EDITOR 

The  Wisconsin  State  Journal  (90,000  daily, 
160,000  Sunday)  in  Madison  is  looking  for 
a  news  editor  to  lead  the  13-member  copy 
desk.  This  manager  will  oversee  the 
night-time  operation  to  ensure  accurate 
headlines,  skillful  editing  and  compelling  de¬ 
sign.  This  person  should  have  a  bachelor’s 
degree,  at  least  five  years  of  experience  on 
a  daily,  including  two  as  a  manager. 
In-depth  knowledge  of  the  Harris  system  a 
plus.  Madison  is  ranked  as  one  of  the  best 
places  to  live  in  the  country.  Send  cover  let¬ 
ter,  resume  and  work  samples  to: 

Cliff  Behnke,  Managing  Editor,  HRES 
Wisconsin  State  Journal 
Box  8056 
Madison,  Wl  53708 
Fax:  608-252-6082 
E-mail:  jobs@madison.com 
Affirmative  Action/Equal  Opportunity 
Employer 


REPORTERS 

The  Waterloo  Courier,  a  45,000  p.m.  daily 
in  northeast  Iowa,  has  the  following 
openings: 

POLITICAL  WRITER;  Would  cover  the  Iowa 
Legislature  during  its  four-month  session  in  | 
Des  Moines  with  expenses  paid  while  there.  ■ 
The  rest  of  the  year,  reporting  would  be  ; 
done  from  our  main  office.  Experience  cov-  I 
ering  local  or  state  government  required.  1 
LIFESTYLES  REPORTER:  Generate  features  ' 
on  interesting  people  and  cultural  events,  | 
while  also  working  the  religion  and  social 
services  beats. 

EDUCATION  REPORTER:  Would  cover  the 
University  of  Northern  Iowa  and  a  K-12  ■ 
district  from  our  neighboring  Cedar  ! 
Falls  office. 

Send  resume  and  clips  to  Saul  Shapiro,  : 
Editor,  Courier,  P.O.  Box  540,  Waterloo,  ; 
lA  50704. 


REPORTERS  WANTED 

POLITICS/GA:  Energetic,  self-starter  who 
can  find  out  who’s  pushing  the  buttons  in  , 
Kern  County.  EDUCATION:  Savvy  reporter  i 
to  develop  a  wide  source  network  to  keep 
up  with  more  than  40  independent  districts, 
spot  educational  trends;  and  find  the  i 
human  story  behind  the  “educationeeze.”  3  ; 
to  5  years  daily  experience  required  for  | 
both  positions.  Letter,  resume,  samples  to:  ' 
Lois  Henry,  AME,  The  Bakersfield 
Californian,  PO  Box  440,  Bakersfield,  CA 
93302. 


SPORTS  REPORTER  j 

The  Ames  Tribune,  a  PM  daily  in  a  Big  12  i 

university  town,  seeks  a  prep  sports  report¬ 
er  to  join  its  award-winning  staff.  Strong 
writing,  enthusiasm  and  enterprise 
required.  Potential  for  growth.  Send  cover 
letter,  resume  and  clips  to:  David  Kraemer, 
editor,  Ames  Tribune,  317  Fifth  St.,  Ames,  ' 
lA  50010.  E-mail:  dkraemer@amestrib.com  1 

or  call;  1-800-234^742  I 


SPORTS  EDITOR  to  lead  a  staff  of  eight  in 
telling  the  story  of  sports  in  the  communi¬ 
ties  served  by  the  Herald  News,  our 
46,000-circulation  daily  in  northeastern 
New  Jersey,  just  25  minutes  from  Times 
Square,  as  we  expand  and  create  a 
dynamic  new  newspaper.  For  us,  the  state 
high  school  football  championship  held  just 
down  the  road  in  Giants  Stadium  is  as  im¬ 
portant  as  the  pro  games  played  there.  We 
want  an  innovative  pro  with  substantial  ex¬ 
perience,  including  at  least  two  years  as  a 
supervisor.  Fluency  in  Spanish  a  plus;  expe¬ 
rience  must  be  daily.  Competitive  salaries, 
excellent  benefits.  Write  to: 

Kathie  Adams,  Assistant  Managing  Editor 
Herald  News 

One  Garret  Mountain  Plaza,  CN  473 
West  Paterson,  NJ  07424 
E-mail:  adamsk@northjersey.com 


WRITER/EDITOR 
LAW  FIRM 

Prominent  Wall  Street-area  plaintiff’s  law 
firm  seeks  talented  writer/editor  to  create 
and  manage  content  for  several  websites, 
in  addition  to  printed  newsletters  and  pro¬ 
motional  material.  Great  work  environment. 
Outstanding  opportunity  for  self-starter  with 
journalism  background.  Fax  resume  (includ¬ 
ing  salary  history  and  requirements)  and  2 
writing  samples  to  (212)  558-5692. 
or  E-mail  to:  dkufeld@erols.com 


WANTED: 

FEATURES^  NTERTAINMENT  REPORTER 
The  Muskegon  (Ml)  Chronicle  is  seeking  a 
full-time  features-entertainment  reporter  ca¬ 
pable  of  writing  compelling,  provocative 
stories  that  shed  light  on  one  of  Michigan’s 
most  interesting  communities.  The  Chroni¬ 
cle  is  a  50,000  circulation  daily  located  on 
the  scenic  coast  of  Lake  Michigan.  Muske¬ 
gon  is  one  of  the  nation’s  best  news  towns 
for  a  community  its  size  and  The  Chronicle 
consistently  ranks  among  Michigan’s  best 
newspapers.  The  ideal  candidate  will  have: 
At  least  two  years  reporting  experience;  a 
knack  for  finding  great  feature  stories;  and 
a  passion  for  writing  about  the  arts,  enter¬ 
tainment,  and  cultural  trends.  To  apply, 
send  a  resume,  five  clips  and  three  feature 
story  ideas  by  August  17  to; 

Jeff  Alexander,  Feature  Editor 
The  Muskegon  Chronicle 
981  Third  Street,  Muskegon,  Ml  49443 
No  phone  calls,  please 


SPORTS  EDITOR/WRITER 
A  great  opportunity  in  a  Southeast  Alaskan 
newsroom  to  be  immersed  in  sports 
through  the  high  school  level-cross 
country,  basketball,  football,  soccer,  wres¬ 
tling,  track  and  field.  Use  variety  of  skills 
from  interviewing  and  writing  to  editing  and 
page  design.  Gain  welkounded  background 
for  possible  advancement  within  company 
or  for  a  larger  company.  Current  sports  edi¬ 
tor  transferring  within  company.  Family 
owned  and  operated;  5,50(3  circulation. 
Macintosh  G4  hardware.  Quark  software. 
Accommodating  hours.  Benefits:  Profit 
sharing,  medical  and  dental  insurance,  paid 
vacation,  sick  leave  and  401(k).  Send 
letter,  resume,  and  clips  to:  Scott  Bowlen, 
Ketchikan  Daily  News,  501  Dock  St.,  Ketch¬ 
ikan,  Alaska  99901. 


VERMONT’S  Pulitzer  Prize-winning  newspa¬ 
per  seeks  a  City  Desk  reporter.  Candidates 
should  have  experience,  ambition  and  be 
ready  to  help  win  a  second  Pulitzer.  Send 
resume  and  clips  to: 

Jo-Anne  MacKenzie.  City  Editor 
Rutland  Herald 

P.O.  Box  668,  Rutland,  VT  05701 


MAILROOM 


PACKAGING  CENTER  MANAGER 
The  Yakima  Herald-Republic  has  a  career 
opportunity  for  an  energetic  distribution 
professional  at  this  40,000-t-  circulation 
morning  daily  newspaper.  We  focus  on  in¬ 
creasing  circulation  and  market  share 
through  excellent  customer  service  and  a 
motivated,  efficient  35  member  distribution 
team.  Flexible  schedule  with  a  focus  on 
midnight  shift,  using  state  of  the  art  compu¬ 
terized  inserting  equipment.  We  value 
strong  coaching  and  communication  skills 
to  maximize  employee  performa.nce  and 
work  place  satisfaction.  Send  or  fax 
resume,  cover  letter  and  achievements  to: 
the  Human  Resources  Department,  Yakima 
Herald-Republic,  P.O.  Box  9668,  Yakima, 
WA  98909,  Fax:  (509)  577-7722. 

We  are  a  member  of  The  Seattle  Times 
group  and  an  equal  opportunity  employer. 


MARKETING 


STATE  AND  REGIONAL  GOVERNMENT 
REPORTER 

The  Mail  Tribune,  a  29,000  circulation  daily 
newspaper  in  Medford,  Oregon,  is  looking 
for  a  reporter  to  cover  the  city  of  Medford, 
with  emphasis  on  issues  related  to  growth 
and  transportation.  Our  ideal  candidate 
would  have  at  least  two  years  experience,  a 
flair  for  writing  and  a  tenacious,  aggressive 
reporting  style.  We  are  situated  in  the  beau¬ 
tiful  Rogue  Valley  in  Southern  Oregon,  which 
offers  an  abundance  of  recreational  and  cuF 
tural  opportunities.  (We  offer  competitive 
wages  so  you  can  enjoy  those 
opportunities.)  If  you  want  to  join  a  team 
that’s  determined  to  produce  the  best 
newspaper  in  the  Northwest,  please  send 
cover  letter,  resume  and  six  of  your  best 
clips  to:  Robert  Hunter,  Editor,  Mail  Tribune. 
P.O.  Box  1108,  Medford.  OR  97501.  Dead¬ 
line  is  August  20th.  EOE 

AUGUST  13,  2001  EDI! 


OFFICE  DIRECTOR/MEDIA  ADVISOR 
IREX  seeks  applicants  for  the  position  of 
Office  Director/Media  Advisor  for  US 
government-funded  independent  media  proj¬ 
ects.  The  Advisor  develops  and  implements 
programs  focusing  on;  journalism  training, 
business  management  training,  legal 
defense  and  education,  and  association  de¬ 
velopment  activities.  The  overall  projects 
provide  training,  consulting,  and  grants  to 
develop  independent  print  media  in  the 
former  Soviet  Union.  The  position  requires 
travel  to  other  cities  throughout  the  region. 
Senior  journalism  or  management  experi¬ 
ence  and  Russian  language  skills  are  a  plus. 
Interested  parties  should  submit  resume 
and  cover  letter  to; 

IREX/HR/MDDIT 

1616  H  Street  NW,  Washington,  DC  20(X)6 
Fax:  (202)  62^8189  E-mail:  hr@irex.org 
EOE 

R& PUBLISHER  CLASSIFIEDS  C5 


Phone:  1-888-825-9149  CLA»D  ADVERTISING  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDlTORANDPUBLISHER.COM 


-HELP  WANTED- 


MARKETING 


RESEARCH  DIRECTOR 
Join  the  St.  Louis  Post-Dispatch,  the  area’s 
number  one  source  for  news,  advertising 
and  information.  We  help  readers  live  life 
easier  and  smarter. 

The  Marketing  Department  is  seeking  a 
seasoned  Research  Director  to  lead  its  ad¬ 
vertising  and  reader  research  efforts.  The 
research  department  of  five  is  nestled 
within  a  stellar  marketing  group  that  in¬ 
cludes  the  following  departments:  advertis¬ 
ing  communications;  consumer  marketing; 
B2B  marketing,  NIE;  public  relations  and 
creative  production. 

As  the  headquarters  for  Pulitzer,  Inc.,  the 
Post-Dispatch  is  part  of  a  nimble,  for¬ 
ward-thinking  company  that  values  and  ap¬ 
plies  customer  research.  There  are  a  wide 
variety  of  proprietary  projects  on  tap  for 
this  year  and  beyond  from  small  projects  to 
larger  ones;  all  have  the  potential  to  have 
great  impact  on  the  business.  Only  those 
with  a  strong  sense  of  curiosity,  solid  busi¬ 
ness  acumen,  a  minimum  of  7  years  of  re¬ 
lated  experience  and  chutzpah  need  apply. 
MBO  is  preferred. 

The  St.  Louis  Post-Dispatch  offers  an  ex¬ 
cellent  salary  and  competitive  benefits 
package.  The  Post-Dispatch  is  an  equal  op¬ 
portunity  employer,  proud  of  its  talented, 
diverse  and  productive  workforce. 

Send  resumes  to: 

St.  Louis  Post-Dispatch 
Human  Resources/RE:  Research  Director 
900  North  Tucker  Boulevard 
St.  Louis,  MO  63101 
Or  fax  resume  to:  (314)  340-3005 
Or  E-mail  to  pdhr@post-dispatch.com 


PREPRESS 


PRE-PRESS  MANAGER 
Pre^iress  Manager  for  a  medium  size  news¬ 
paper.  Responsible  for  ad  production  as 
well  as  art  work  and  some  photo  scanning. 
We  are  a  full  electronic  operation  so  a  good 
understanding  of  Macintosh  and  PC  com¬ 
puters,  their  applications  and  networking  is 
a  must.  Knowledge  of  web  and  internet 
software  helpful.  We  are  looking  for  some¬ 
one  five  years  plus  management 
experience  with  good  people  and  manage¬ 
ment  skills.  Please  send  cover  letter,  re¬ 
sume,  and  salary  history,  to: 

Box  2244,  Editor  &  Publisher 
770  Broadway,  7th  Fir.,  NY,  NY  10003 

PRE-PRESS  MANAGER 
Seeking  leader  with  strong  skills  in  trou¬ 
ble-shooting  software/hardware  on  MAC 
and  PC,  mixed  environment,  design  back¬ 
ground  a  plus.  Candidate  must  have 
hands-on  management  and  work  with  ad 
and  news  staffs  to  meet  deadlines  and 
maintain  page  flow.  27,000  circulation  pa¬ 
per  in  Santa  Fe.  Send  resume  and  salary  re¬ 
quirements  to  Charles  Colby,  Produc¬ 
tion/Technical  Director,  Santa  Fe  New  Mexi¬ 
can,  2048  Santa  Fe,  NM  87504-2048  or: 
colby@sfnewmexican.com 


PRESSROOM 


PRESSROOM  MANAGER 
Tribune  Publishing,  a  dynamic  daily  newspa¬ 
per,  diverse  commercial  printing  operation, 
and  regional  print  site  for  the  New  York 
Times  is  seeking  an  experienced 
pressroom  manager.  Ideal  candidate  must 
have  5-7  years  of  management  and  com¬ 
mercial  printing  experience  in  a  deadline  in¬ 
tensive,  quality  conscious  environment.  Our 
new  facility  features  a  48  unit  Goss  Univer¬ 
sal  45  to  compliment  our  existing  Harris 
845  and  DGM  430  press  lines. 

We  offer  a  desirable  lifestyle  and  benefits, 
which  include  competitive  salary,  medical 
and  dental,  401(k)  and  relocation  package. 
For  confidential  consideration,  contact 
Scott  Rinehart  at:  (800)  333-6799  xl543, 
or  send  resume  and  salary  history  to: 

Tribune  Publishing  Co.,  HR  Dept.,  100  N. 
Fourth  St,  Columbia,  MO  65201 
EOE  /Drugfree  Workplace 

PRESS  MECHANIC 
The  Hartford  Courant:  Hartford,  CT. 
Provide  mechanical  support  to  the  produc¬ 
tion  operation  by  repairing  and  maintaining 
presses,  insert  machines,  tools  and  related 
equipment;  assist  in  the  installation  of  new 
equipment,  the  fabricating  of  replacement 
parts,  tools,  fixtures  and  equipment.  Re¬ 
quired:  HS  diploma,  certificate  of  comple¬ 
tion  of  press  mechanic  apprenticeship  pro¬ 
gram.  5  years’  pressroom  operation  experi¬ 
ence  or  34  years  machinery  repair 
and  maintenance  experience,  (note:  equiva¬ 
lent  trade  school  training  for  machine  tool 
work  and/or  mechanical  repairs  will  be 
considered.) 

We  offer  a  competitive  salary,  a  compre¬ 
hensive  benefits  package,  40i(k),  and  op¬ 
portunities  for  advancement.  Please  send 
resume  and  salary  requirements  to  our  pro¬ 
cessing  center  referencing  source: 
HC/EPM/HN0620/jMW. 

Tribune  Company 
c/o  Resume  Processing 

P.O.  Box  549233 
Waltham,  MA  02453 
Fax:(781)663-8354 
E-mail:  courant@hiresystems.com 
Subject  line:  HC/EPM/HN0620/JMW 
The  Hartford  Courant  is  an  Equal 
Opportunity  Employer  Committed  to 
Workforce  Diversity. 


From  the 

newsrooms 

to  tlie 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


visit  our  website  at 
/  w  w .  e  tl  i  t  o  r  a  1  ul  p  u  h  I  i  s  h  e  1;  c  o  1 1 1 


SALES 


There’s  a  place  for  you  at  Star  Tribune 
TELEMARKETING  SALES  MANAGER 
If  you  posses  strong  leadership  and  opera¬ 
tional  management  skills,  have  a  strong 
marketing  orientation,  have  excellent 
interpersonal  skills,  can  build  and  foster 
effective  relationships,  and  are  able 
to  create  a  highly  motivated  work  environ¬ 
ment,  Star  Tribune  is  currently  looking  for  a 
sales  manager  to  lead  it’s  Telemarketing 
department. 

Qualified  candidates  must  have  3-fyears 
experience  in  sales  with  l-^  year  leading/ 
managing  a  successful  sales  force;  prefer¬ 
ably  telemarketing  along  with  a  proven  track 
record  evaluating  &  fulfilling  complex  sales 
performance  goals  and  successful  experi¬ 
ence  in  the  developing  new  sales  pro¬ 
grams/initiatives. 

If  interested,  please  submit  resume  with 
salary  requirements  to  job  #320  or  for 
more  job  information  visit  our  corporate 
website  at  startribune.com/company. 

Star  Tribune 
425  Portland  Avenue 
Minneapolis,  MN  55488 
Fax:  612-673-7140 
E-mail:  jobs@gw.startribune.com 
Equal  Opportunity/Affirmative 
Action  Employer 


-POSITIONS  WANTED- 


ADMINISTRATIVE 

TROUBLESHOOTER:  It  your  paper’s  in  a  rut, 
call  a  seasoned,  award-winning  publish¬ 
er-editor  with  30  years  of  knowledge  in  all 
areas  of  newspaper  operations.  Available  to 
critique  papers.  For  details,  references. 

E-mail:  coopercompany@hotmail.com 


-POSITIONS  WANTED- 


ADMINISTRATIVE 

VP  SALES  &  MARKETING  with  extensive 
daily  and  weekly  newspaper  background, 
seeks  Publisher  or  GM  position  at  medi¬ 
um-sized  daily  newspaper  in  Zone  2. 
Contact:  epadresponse@hotmail.com 

_ CIRCULA’nON _ 

EXPERIENCED  hands-on  CIRCULATOR  avail¬ 
able  immediately  in  eastern  Zone  2. 
Phone/Fax  (631)  588-2735 

_ EDITORIAL _ 

EXPERIENCED  REPORTER  seeking  position 
with  small  to  medium-sized  newspaper. 
Able  to  relocate.  Call:  (903)  935-9289  or 
e-mail  to:  jme4540700@aol.com 

I  NEWSPAPER  CRITIQUES 

30-year  news  service  veteran,  has  served 
as  sports,  managing,  regional,  features  edi¬ 
tor  during  tenure.  Available  to  critique 
newspapers;  flexible  on  details.  Samples 
available  on  request.  Please  contact: 
mlangdon9405@aol.com 
Or  call  (301)279-7058 

SPORTS  WRITER  with  six  years  experience 
looking  for  a  new  challenge.  Accent  on 
prep  coverage.  Knowledge  of  QuarkXPress, 
i  Will  relocate.  Call  Keith  at:  (810)  367-2184. 


STRONG  NEWS  AND  FEATURE  WRITER. 
Credits  in  national  publications  including 
Life,  ABA  Journal,  Board  Member  and  many 
others.  Have  written  monthly  columns. 
Looking  for  full-time  or  freelance  work.  See 
clips,  bio  at:  www.legalaffairswriter.com. 
Contact  via  E-mail:  dbkl946@yahoo.com 


EDITOR  &  PUBLISHER 
CLASSIFIED  RATES 


HELP  WANTED 

Line  rates:  $12.75  per  line,  per  week,  three  line  minimum 

Black  and  white  display  ads: 

$139.00  per  inch,  per  week,  one-inch  minimum,  half-inch  increments 

EQUIPMENT  &  SUPPLIES,  INDUSTRY  SERVICES 
ANNOUNCEMENTS,  FEATURES  AVAILABLE 

line  rates:  1 1 .70  per  line,  per  week,  three  line  minimum 

Black  and  white  display  ads: 

$139.00  per  inch,  per  week,  one-inch  minimum,  half-inch  increments 


ALL  CATEGORIES 


Red  display  ads:  $59.00  per  week  in  addition  to  black  and  white  display 
rates.  Frequency  discounts:  For  both  line  and  display  ads,  run  two  or  more 
weeks  and  enjoy  big  discounts.  Blind  boxes:  $25.00  per  insertion;  counts  as 
two  lines  of  copy.  The  identity  of  box  holders  cannot  be  revealed.  Readers 
are  advised  not  to  send  samples  when  replying  to  blind  box  ads;  we  are  not 
responsible  for  the  recovery  of  samples. 

DEADLINE:  Tuesday  prior  to  monday  issue  date. 
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EftP’3  intefnotioHal  Year  Book  is  the  airtl^tative  source  to|jnd™p^lq  you 
need  to  reach  aim  the  information  you  need  to  know  -  newspaper  by  newspaper. 
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VK\K  B(K)K 

WHOSUHLRK 


VOL.  1  "^1^ 

•  U.S.  &  Canadian  Dailies 

'  r  ^\S.  &  Canadian  Newspaper  Groups  &  Special  Dailies 
<  Foreign  Newspapers 

•  News,  Picture  &  Syndicated  Services 

•  Equipment/Interactive  Products  &  Services 


VOL.  2 

•  y.S.  &  Canadian  Community  Weekiies 
^C^v.S.  &  Canadian  Shopper/TMC  Pubiications 

f*  U.S.  &  Canadian  Speciaity  &  Niche  Pubiications 

•  U.S.  &  Canadian  Weekiy  Newspaper  Groups 

•  Other  Organizations  &  Industry  Services 


VOL.  3 

I 'Alphabetical  listing  of  personnel  from  Dailies,  Weeklies, 
‘  Groups,  Services,  Shopper  and  Niche  Pubiications. 

I  •  Name,  Titie,  Company,  Phone,  City  &  State 


I  Dailies  throughout  the  woTTd ' 
including  contact  names/titles, 
addresses,  phone/fax  numbers, 
local  population,  circulation, 
subscription  rates,  mechanical 
specs,  equipment,  news  services 
and  more! 

I  Community  papers,  shoppers, 
TMC’s,  specialty  and  niche 
publications:  alternative,  black, 
ethnic,  religious,  gay  and  lesbian. 

I  Web  site  addresses,  ad  rates, 
installed  equipment,  special 
editions/sections,  newsprint  and 
other  commodity  consumption. 


Call  1-888-612-7095  to  Order  NOW!  A 

Buy  the  3  Volume  Set  for  only  $205  and  Save  40%  M 

Also  available  on  CD-ROM  for  Windows®  and  Macintosh®.  \ 

Targeted  Searches  -  Data  Exports  -  Customized  Mailing  Lists 
Call  (800)  336-4380  ext.  1  for  more  information. 


•  Find  The  Information  You  Want  Instantly 

Access  the  Year  Book  information  instantly  with  a  fully 
indexed,  searchable  database  that  allows  you  to  target  the 
newspaper  industry  segments  you  need. 

•  It's  Easy,  It's  Fast 

The  simple,  menu-activated  search-and-display  capability  of 
our  CD-ROM  makes  finding  data  and  compiling  lists  easier 
than  ever. 

•  Search  By  Any  Field 

Your  options  are  limitless!  Search  newspapers  by  equipment 
use,  sort  by  publication  days  or  rank  by  circulation.  Search  for 
special  topic  editions.. .and  much  more! 

•  Exportable  Data  For  Mail  Merge 

All  the  information  can  be  exported  to  your  PC  in  a  wide  range 
of  file  formats,  including  tab  or  comma  delimited.  Customize 
mailing  lists  for  each  of  your  communications  projects  and 
import  the  data  into  your  contact  management  software. 


CD-ROM  Sections 

The  Year  Book  CD-ROM  includes 
all  the  Year  Book  data  for  U.S. 

Dailies,  U.S.  Weeklies,  Canadian 
Newspapers,  Foreign  Newspapers 
and  Mechanical  Equipment  sections 
names  of  contacts  and  their  areas  of 
responsibility,  plus  other  critical  information 
about  newspapers,  newspaper  suppliers  and 
service  companies. 


SYSTEM  REQUIREMENTS:  Windows  95,  98  and  NT  -  32  MB  of 
RAM  minimum,  SVGA  Monitor  or  higher,  10  MB  available  hard 
drive  space.  Macintosh  -  MACINTOSH  PLUS  or  higher,  OS  V6.0.7 
or  later,  2.5  MB  RAM  minimum,  2  MB  available  hard  drive  space. 
DOS  -  VGA  monitor  or  higher,  DOS  3.3  or  higher,  Microsoft 
CD-ROM  extensions,  640K  RAM,  3MB  available  hard  drive  space. 


CD-ROM  WITH  EXPORT  CAPABILITIES  :  $895 

For  more  information  or  to  order  call  Randy  Larsen  Jr.  (800)336-4380  or  order  online  at  vwvw.editorandpublisher.com 


MARKET  PROFILE 


Like  the  Lake  Michigan  shoreline,  the  Grand  Rapids  media  market  is  awash  with  different  elements. 

For  advertisers  in  the  area 


Newspapers  can  add  local  flavor  to  almost  any  media  plan 
whipped  up  for  use  in  a  famously  fragmented  market 

BY  EILEEN  DAVIS  HUDSON  AND  TODD  SHIELDS 

The  southwestern  Michigan  market  of  Grand 
Rapids-Kalamazoo-Battle  Creek  has  a  diverse  econ¬ 
omy.  The  region  is  home  to  several  large  automotive- 
supply  companies  that  support  the  auto  industry  in 
nearby  Detroit.  The  area  also  boasts  a  strong  agricul¬ 
tural  base  and  produces  a  variety  of  vegetables  —  some  locals  even 
call  it  “The  Salad  Bowl.”  at 


the  Kalamazoo  Gazette,  and  the  Battle 
j  Creek  Enquirer,  there  are  at  least  six  other 
I  dailies  in  southwestern  Michigan,  each 
j  serving  a  distinct  market  According  to 
I  Gazette  Publisher  George  E.  Arwady,  that 
I  makes  newspapers  a  competitive  buy  for 
j  advertisers,  since  any  money  spent  blanket- 
j  ing  the  entire  region  could  largely  be  wast- 
i  ed  upon  consumers  unlikely  to  stray  far 
from  their  homes.  “TV  suffers  because  the 
market  is  so  divided,”  Arwady  said.  “We’re 
a  much  more  efficient  buy  to  reach  the 
markets.  If  you’re  only  in  two,  you’re  better 
off  buying  [ads  in]  two  newspapers.” 

TV  often  is  a  good  way  to  reach 
consumers  in  Grand  Rapids,  the  largest 
city  in  the  market  and  the  host  city  for  the 
region’s  major  broadcast  stations,  said  Pam 
Knowles,  an  account  manager  with 

Initiative  - 

;  Media 
I  Worldwide 
Inc.,  a 

I  media-ser- 
I  vices  com- 
;  pany.  Knowles  said  the  logic  of  buying 
i  broadcast  time  decreases  if  a  retailer  is 
I  tiying  to  reach  only  one  city  or  town  in  the 
i  region.  In  that  case,  she  said,  "You  need  to 
!  look  at  radio,  cable,  [and]  newsp)apers.” 

The  largest  of  the  three  dailies  in  the 
designated  market  area  (DMA)  is  The 
Grand  Rapids  Press,  owned  by  Booth 
Newspapers  Inc.,  a  division  of  Advance 
Publications.  For  the  six  months  ended 
March  31,  the  Press  had  average  daily  cir¬ 
culation  of 140,549  and  Simday  circulation 
j  of  190,828.  Both  totals  were  down  about 
I  1%  from  the  same  period  a  year  earlier. 

!  Booth  also  owns  the  Kalamazoo  Gazette, 

\  and  the  papers  can  be  purchased  in  combi- 
]  nation  by  advertisers.  The  Gazette's  circula- 
j  tion  for  the  six  months  ended  March  31 
!  was  57,015  weekday  and  74,183  Sunday, 
i  flat  compared  with  the  year-ago  period, 
j  Gannett  Co.  Inc.  owns  the  Battle  Creek 
\  Enquirer,  whose  circulation  of  25,126  daily 
I  and  34,209  Sunday  is  relatively  unchanged 
!  compared  with  the  same  period  a  year  ago. 

Dailies  sening  other  key  cities  in  the 


Major  employers  in  the  market  include 
the  direct-sales  company  Amway  Corp., 
cereal  giant  Kellogg  Co.,  and  drug  manu¬ 
facturer  Pharmacia  Corp.  In  an  effort  to 
attract  businesses,  the  city  of  Grand  Rapids 
plans  to  build  a  new  convention  center. 

The  area  is  considered  a  single  market 
for  the  purpose  of  TV  ratings.  But  the 


three  cities  are  considered  separate 
markets  by  their  residents,  and  by 
advertisers.  There  are  daily  news¬ 
papers  in  each  of  the  three  cities, 
with  very  little  overlap  among  the 
readers.  Each  is  considered  the  paper 
of  record  in  its  respective  community. 

Besides  The  Grand  Rapids  Press, 


AD  SPENDING  BY  MEDIA/GRAND  RAPIDS 

M  dollars  an  ia  tkoosaads  (SOO) 

JM.-DEC.2000  iM.-0CC.19N 
Spot  TV  $116,640.28  $105,750.97 

Newspaper  $36,559.15  $62,325.74 

Outdoor  $17,503.09  $24,290.50 

National  Spot  Radio  $12,182.25  $10,N7.N 

Total  $182,884.77  $203,335.11 

Souto;  ConipiMm  IMia  (kportmc 
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MARKET  PROFILE 


market  include  Booth’s  The  Muskegon 
Chronicle  (daily  circulation  47,180,  Sunday 
51,666)  in  Muskegon  County  and  Morris 
Communications  Corp.’s  The  Holland 
Sentinel  (daily  circulation  18,340,  Sunday 
19,733)  in  Ottawa  County. 

All  three  Booth  papers  are  buying  or 
planning  to  buy  new  presses.  “There’s 
going  to  be  a  lot  of  offset  printing  capacity 
[and  the]  ability  to  print  pretty  papers  and 
print  them  fast,”  said  Arwady, 
the  Gazette  publisher.  Arwady 
said  his  paper  and  The  Grand 
Rapids  Press  have  plans  to 
buy  MAN  Roland  machines 
(a  Regioman  at  Kalamazoo 
and  a  Geoman  at  Grand 
Rapids),  while  The  Mreskegon 
Chronicle  is  installing  a  Goss 
Magnum.  Arwady  said  the 
new  machines  will  move 
Booth’s  newspapers  from 
letterpress  technology,  and 
help  them  compete  in  their 
crowded  market.  “We’ll  be 
able  to  print  full  color  on 
\irtually  every  page”  once 
Kalamazoo’s  presses  come 
on  line  in  early  2003, 

Arwady  said.  He  said  that 
could  bring  “a  significant 
increase  in  color  revenue.” 

Last  month,  The  Grand 
Rapids  Press  switched  its 
Friday  entertainment 
section,  “Weekend,”  to 
Thursdays,  following  a 
growing  trend  among  papers 
across  the  country.  The 
section  features  local  enter¬ 
tainment  events,  restaurant 
reviews,  and  the  like.  At  the 
same  time,  the  Press  also 
launched  a  new  Friday 
section,  “Movies  &  More,” 
featuring  movie  reviews  and 
news  on  video  releases. 

In  1999,  the  Press  converted  to  a 
narrower  web  width  to  save  on  newsprint 
costs.  Michael  Lloyd,  the  paper’s  editor, 
said  the  Press  will  introduce  a  full  graphic 
redesign  to  coincide  with  its  new  presses 
coming  on  line  in  2003. 

The  Press'  primary  circulation  area  is  in 
Kent  (home  of  Grand  Rapids)  and  Ottawa 
counties.  However,  the  paper  reaches  the 
entire  w  estern  half  of  the  state.  The  Press 
also  publishes  half  a  dozen  weekly,  zoned 
suburban  editions  that  compete  against  a 
host  of  weekly  community  newspapers  in 
the  outlying  towns. 


TV  and  the  local  news 

Grand  Rapids-Kalamazoo-Battle  Creek 
is  the  country’s  38th-largest  TV  market. 
The  market  spans  14  counties  and  is  highly 
segmented  —  consumers  tend  to  use  media 
outlets  located  in  or  near  their  hometowns. 
For  those  outlets,  the  fragmented  market 
presents  special  challenges. 

“Localism  is  key,”  said  Jerry  Colvin, 
president  and  general  manager  of 


Ciratlation 
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Pwwtntiofl 

Kent  County:  200,424  Households 

The  Detroit  News  and  Detroit  Free  Press 

4,973 

2,025 

2.5% 

1.0% 

The  GratJd  Rapids  Press 

Kalamazoo  County:  87,726  Households 

97,577 

125,000 

48.7% 

61.4% 

The  Detroit  News  and  Detroit  Free  Press 

2,335 

1,474 

2.7% 

1.7% 

Kalamazoo  Gazette 

42,320 

51,451 

48.2% 

58.6% 

Calhoun  County:  55,208  Households 

Battle  Creek  Enquirer 

22,205 

29,360 

40.2% 

53.2% 

The  Detroit  News  and  Detroit  Free  Press 

2,446 

2,007 

4.4% 

3.6% 

The  Grand  Rapids  Press 

750 

1,076 

1.4% 

1.9% 

Ottawa  County:  78,779  Households 

The  Detroit  News  and  Detroit  Free  Press 

1,672 

1,071 

2.1% 

1.4% 

Grand  Haven  Tribune 

9,884 

12.5% 

The  Grand  Rapids  Press 

19,873 

26,862 

25.2% 

34.1% 

The  Holland  Sentinel 

13,519 

13,839 

17.2% 

17.6% 

The  Muskegon  Chronicle 

Allegan  County:  37,290  Households 

3,947 

5,032 

5.0% 

6.4% 

The  Detroit  News  and  Detroit  Free  Press 

688 

567 

1.8% 

1.5% 

The  Grand  Rapids  Press 

7,101 

10,499 

19.0% 

28.2% 

The  Holiand  Sentinel 

4,795 

5,097 

12.9% 

13.7% 

Kalamazoo  Gazette 

4,462 

5,881 

12.0% 

15.8% 

Barry  County:  19,827  Households 

Battle  Creek  Enquirer 

924 

1,220 

4.7% 

6.2% 

The  Detroit  News  and  Detroit  Free  Press 

387 

287 

2.0% 

1.4% 

The  Grand  Rapids  Press 

3,426 

4,983 

17.3% 

25.1% 

Kaiamazoo  Gazette 

1,286 

1,694 

6.9% 

8.5% 

Lansing  State  Journal 

Muskegon  County:  62,807  Households 

255 

405 

1.3% 

2.0% 

The  Detroit  News  and  Detroit  Free  Press 

1,476 

838 

2.5% 

1.3% 

The  Grand  Rapids  Press 

474 

1,177 

0.8% 

1.9% 

The  Muskegon  Chronicie 

38,459 

39,908 

61.2% 

63.5% 

Source:  Audit  Bureau  of  Circulations 


WOTV-TV,  a  privately  owned  ABC  affiliate 
based  in  Battle  Creek.  The  station’s  slogan 
is  “News  From  Where  You  Live.” 

LIN  Television  Corp.’s  NBC  affiliate, 
WOOD-TV  in  Grand  Rapids,  is  the 
longtime  local-news-ratings  leader  in  the 
market.  LIN  also  owns  the  market’s  UPN 
affiliate,  WXSP-TV.  The  station  went  on 
the  air  in  May  2000  via  seven  low-power 
translators  and  is  now  carried  on  all  of  the 
market’s  cable  systems,  thanks  to  a  deal 
LIN  finalized  recently  with  Charter 
Communications,  one  of  the  area’s 
largest  cable  operators. 

Janet  Mason,  WZZM-TV  president  and 


general  manager,  said  that  while  WOOD 
remains  the  clear  news  leader  in  Nielsen’s 
household  ratings,  her  station  matches 
wood’s  numbers  in  several  key  viewer- 
demographic  groups.  Gannett  acquired 
WZZM  in  1997  in  a  four-station  swap  with 
Hearst-Argyle  Broadcasting.  Gannett  has 
poured  considerable  resources  into  the  sta¬ 
tion,  building  a  new  set  and  master  control 
room,  expanding  the  newsroom,  and 
purchasing  state-of-the-art 
equipment.  The  investments  are 
beginning  to  pay  off  in  WZZM’s 
news  ratings.  “Now  we  have  a 
horse  race,”  Mason  said. 

Cable  penetration  in  the 
Grand  Rapids-Kalamazoo- 
Battle  Creek  market  is  about 
68%,  well  below  the  73% 
average  for  the  top  50  U.S.  mar¬ 
kets.  Satellite-TV  penetration  is 
strong  in  the  area,  with  about 
20%  of  households  connected 
(compared  to  the  average  of 
14%  for  the  top  50  markets). 

Last  fall.  Charter  Communi¬ 
cations  entered  the  market  by 
acquiring  cable  systems  from 
Cablevision.  Since  then.  Charter 
has  expanded  its  programming 
offerings  to  nearly  200  channels 
from  78.  Charter  also  has 
launched  digital  service  and 
high-speed  Internet  service. 


Radio  segments 

In  radio,  the  same  segmenta¬ 
tion  exists  as  with  other  media 
in  the  regional  market.  Grand 
Rapids  is  considered  its  own 
market,  ranked  No.  66  in  the 
country  by  Arbitron.  Kalamazoo 
is  No.  179;  Muskegon,  No.  222; 
and  Battle  Creek,  No.  245.  “It’s 
a  very  competitive  market¬ 
place,”  said  Phil  Catlett,  market 


I  manager  for  Regent  Communications 
j  Inc.’s  Grand  Rapids  radio  group.” 
i  In  outdoor  advertising,  Adams  Outdoor 
!  Advertising,  Lamar  Advertising  Co.,  and 
!  Viacom  Inc.’s  Infinity  Outdoor  Inc.  are 
j  the  main  players  in  ffie  market.  Adams 
operates  the  most  boards,  with  about  350 
bulletins  measuring  14  by  48  feet  and 
about  800  30-sheet  posters  (10  feet,  five 
inches  by  22  feet,  eight  inches)  throughout 
southwestern  Michigan,  with  the  majority 
in  Battle  Creek  and  Kalamazoo.  Lamar  has 
a  total  of  866  rotary  bulletin  facings  in  the 
region.  Infinity  dominates  the  city  of 
Grand  Rapids.  11 
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SYNDICATES 


In  brief 

Online  survey 
results  upbeat 
and  downbeat 

Despite  the  dot-com  downturn, 
98%  of  publishers  (content 
providers)  think  their  online 
syndication  revenue  will  rise  or  at  least 
hold  steady  during  the  next  year. 

That  was  one  of  the  findings  in  a 
survey  on  online  syndication  conducted 
by  ContentBiz,  which  separately  polled 
publishers  (receiving  154  responses)  and 
syndicators  (37  responses).  But  several 
other  findings  weren’t  as  cheery. 

For  instance,  54%  of  publishers 
complained  that  syndicators  sell  content 
too  cheaply  to  whomever  takes  it.  But 
most  syndicator  respondents  said 
publishers  don’t  understand  the  costs  or 
pricing  reality  of  online  syndication.  They  i 
added  that  they  share  an  average  of  44% 
of  their  revenue  with  publishers.  I 

Actually,  59%  of  publishers  weren’t  i 
working  with  any  third-party  syndicators,  j 
“To  us,  this  indicates  a  tremendous  op¬ 
portunity  for  the  syndication  industry,”  I 


I 


et  cetera  . . . 

Thomson  corp.  is  buying  newsEdge, 

which  distributes  content  from  2,000 

sources  to  1,500  clients _ Tribune  Media 

Services  is  closing  TVData’s  Cable  Connection 
office  in  Fort  Worth,  Texas,  and  shifting  the 
operation  to  its  TV  Publishing  Division  in  Mil¬ 
waukee.  TMS  acquired  a  majority  interest  in 
TVData  this  spring. ...  AccuWeather.com  and 
the  Oil  City  (Pa.)  Chamber  of  Commerce  are 
co-sponsoring  a  contest:  The  one  most  accu¬ 
rately  guessing  the  high  and  low  temperatures 
in  Oil  City  Sept.  6  will  receive  a  year’s  supply 
of  free  ps  and  have  an  oil  well  named  for  her 

or  him _ USA  Weekend’s  Aug.  10-12  cover 

story  on  what  Americans  will  do  with  their  tax 
rebates  includes  “Blondie"  art  by  Dean  Young 


and  Denis  Lebrun  of  King  Features  Syndicate. 
...  “Raising  Duncan”  creator  Chris  Browne 
of  United  Feature  Syndicate  and  his  dogs 
appeared  on  a  recent  “Breed  All  About  It" 
segment  on  the  Animal  Planet  cable  channel. 
...  Steve  Greenberg’s  editorial  cartoons,  includ¬ 
ing  many  that  ran  in  £&P,  are  on  the  Web  at 
http://www.greenberg-art.com.  His  newspaper- 


said  ContentBiz.  “Howev¬ 
er,  the  industry  is  notable 
for  its  lack  of  publisher- 
recruitment  efforts.  In 
general,  unless  you’re  a 
very  famous  name-brand 
publisher,  the  onus  is  on 
you  to  hunt  down  and 
harass  syndicators  until 
they  agree  to  a  deal.” 

ContentBiz  (http:// 
www.contentbiz.com) 
covers  media  and 
new-media  news. 

—  DaveAstor 

College  service  will  soon 
TRANSFER  FROM  TMS  TO  KRT 

TMS  Campus,  a  Tribune  Media  Services 
unit  that  provides  syndicated  content  to 
nearly  300  college  newspapers,  is  moving 
to  Knight  Ridder/Tribune  Information 
Services,  effective  Sept.  1. 

KRT  will  provide  editorial  services  for 
the  renamed  KRT  Campus,  while  TMS 
will  still  handle  sales  and  marketing. 

Different  ingredients  for 

FOOD  COLUMN  FROM  COPLEY 
TV  chef/author  Harry  Schwartz  is  writing  i 
a  new  Copley  News  Service  column  that 


related  cartoons  can  be  accessed  at  http:// 
www.reuben.or^greenberg/.toons/media.asp. 
Greenberg  now  draws  for  the  Marin  Indepen¬ 
dent  Journal  in  Novato  and  other  California 
publications. ...  Kinecta,  which  is  involved  in 
online  syndication,  named  Mike  Barone  vice 
president  of  worldwide  sales. ...  People  signing 
up  for  the  free  “Erma  Bombeck  Writers’  Work¬ 
shop”  e-mail  newsletter  (erma  bombeck- 
subscribe@yaho(%roups.com)  also  receive  a 
free  screen  saver  with  quotes  by  the  humor 
columnist,  who  died  in  1996.  The  next 
workshop  (as  in  meeting,  not  newsletter)  takes 
place  in  March  at  the  University  of  Dayton  in 

Ohio.  Phil  Donahue  will  speak _ “Capital 

Connections”  columnist  Karen  Feld  of  the 
4-nfK>nth-old  At  Large  Features  Syndicate 
(which  just  signed  its  25th  feature)  received 
multiple  awards  from  the  Capital  Press  Women 
group  in  Washii^fon. ...  The  John  Rschetti 
Editorial  Cartoon  Competition  turns  20  this 
year.  The  2001  entry  deadline  is  Sept  15. ... 
Gix)bal  Information  Network  and  African 
Profiles  magazine  held  an  A14;.  8  discussion 
in  New  Ybrk  about  next  month’s  World 
Conference  Against  Racism  in  South  /Vfrica. 


focuses  on  food  alone 
rather  than  celebrities 
and  their  cuisine.  The 
feature  comes  with  a 
color  photo  each  week. 

Writers  start 
WEEKLY  ‘Smart’ 
Humberto  and  Georgina 
Cruz  are  writing  the 
“Retire  Smart”  column  for 
Tribune  Media  Services, 
which  also  syndicates 
“The  Savings  Game” 
column  by  Humberto. 

New  ‘Lewis’  comic  stars 
BIG  RAT  who’s  NOT  A  FINK 

“Lewis”  —  a  comic  about  a  lovable, 
quirky,  human-size  rat  —  is  being 
!  syndicated  by  Tribune  Media  Services, 
j  It’s  by  Jan  Thomas  and  Peter  Mozle>’. 

!  Writer’s  AUTO-BIOGRAPHY 
NOW  INCLUDES  CAR  COLUMN 
Knight  Ridder/Tribune  Information 
Services  is  offering  a  Q-and-A  column 
on  car  problems  by  Brad  Bergholdt. 


CALL  FOR  ENTRIES 


John  B.  Oakes 
Award 

FOR  Distinguished 
Environmental 
Journalism 

The  2(X}1  Oakes  Award  and  its  $5,0(X) 
prize  will  go  to  the  author(s)  of  an 
outstanding  article  or  single-topic  series, 
published  in  a  newspaper  or  magazine 
between  10/1 /(X)  and  9/30/01,  that 
makes  an  exceptional  contribution  to 
public  understanding  of  contemporary 
environmental  issues. 

FOR  ENTRY  FORMS,  CONTACT: 
OAKES  AWARD  COAAAAITTEE 
40  WEST  20TH  STREET 
NEW  YORK,  NY  10011 

212-727-4518 


Entries  must  be  received 
BY  October  6,  2001 


From  Chef  Schwartz’s  feature 
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and  all  News  Ltd.  metro,  regional,  and 
suburban  publications  in  Australia. 

Newstext  is  run  by  NewsSource, 

News  Ltd.’s  digital  syndications  division. 
NewsSource  Manager  Alan  Farrelly  said 
from  Sydney  that  the  addition  of  PNG’s 
leading  newspaper  and  the  New  York  Post 
made  Newstext  a  truly  global  archive. 


From  New  York  to  New  Guinea,  dailies  join  group’s  new  archive 


BY  BOB  HOWARTH 

Papua  New  Guinea’s  leading  daily,  the  Post- 
Courier,  has  joined  the  New  York  Post,  The  Times  of 
London,  The  Amtralian,  and  the  Brisbane  Courier- 
Mail  in  the  News  Ltd.  Web-based  archive. 

Newstext  (http://www.newstext.coni.au)  contains  the 
full  text  of  current  editions  of  151  papers  in  Australia,  New  Zealand, 

the  United  Kingdom,  and,  since  June,  j  every  story  published  in  Australia’s 
Papua  New  Guinea  (PNG)  and  the  Queensland  state  since  Jan.  1, 1984. 

United  States.  The  deepest  archive  is  for  Other  Newstext  titles  include  The  Sun 
Brisbane’s  daily  and  Sunday  papers,  with  i  in  London,  three  New  Zealand  dailies. 


P-C  Business  Editor  Ruth  Waram  (right),  intern 
Nidra  Kewere,  and  the  author  access  Newstext. 

“The  ease  of  access  and  our  pricing 
structure  has  positioned  us  to  become  the 
world’s  leading  newspaper  archive,”  he  said. 

South  Pacific  Post  Ltd.  Managing 
Director  Tony  Yianni  in  Port  Moresby  said, 
“It’s  been  a  six-month  project  to  be  able  to 
bring  the  Post-Courier  to  Newstext. 

PNG’s  No.  1  news  source  will  become 
vital  in  the  next  12  months,  amid  reports 
that  foreign  journalists  may  need  govern¬ 
ment  approval  before  entering  the  country. 

“We  are  also  the  only  news  source  with  a 
permanent  office  in  Buka  to  cover  the ... 
rebuilding  of  Bougainville,”  said  Yianni. 
“Our  next  project  is  to  offer ...  PNG  photos 
on  Newspix,  News  Ltd.’s  Web-based  photo 
archive,  to  complete  our  daily  coverage.” 

Site  visitors  can  fiwly  search  any  title  on 
Newstext,  with  advanced  searches  using  by¬ 
lines,  headings,  or  newspaper-section  fields. 
The  full  text  of  any  article  on  Newstext  costs 
A$1  (about  52  U.S.  cents)  in  A$10  units 
payable  online  by  credit  card.  Farrelly  said 
bulk-discount  rates  are  available  to  schools. 
Academic  and  government  bodies,  com¬ 
panies,  and  individuals  now  use  Newstext 
for  research  and  media  monitoring. 

In  Port  Moresby,  Post-Courier  Business 
Editor  Ruth  Waram  said  the  new  system 
gives  local  journalists  access  to  a  rich, 
instant  source  of  news  and  allows  comput¬ 
er-assisted  reporting  for  the  first  time.  (1 


Electricity:  Deconstructing  Deregulation 

October  21-24 

Application  Deadline:  Sept.  14 

This  no-fee  seminar  is  a  great  opportunity  for  journalists  to  learn  from  experts  about 
electricity  deregulation  and  how  it’s  affecting  consumers,  business  and  the  energy 
industry.  Reporters  and  editors  will  gain  sources,  story  ideas  and  a  network  of 
colleagues  covering  this  story. 


Fellowships  cover  instruction,  lodging,  meals  and  reference  materials.  The  Knight 
Center,  funded  by  the  John  S.  and  James  L.  Knight  Foundation,  is  an  affiliate  of  the 
Philip  Merrill  College  of  Journalism,  University  of  Maryland. 


To  apply,  send  four  copies  each  of:  a  resume;  an  application  statement  of  500  words 
or  less  giving  the  reasons  for  applying;  a  supervisor’s  strong  nominating  letter  that 
also  agrees  to  cover  travel  and  salary;  and  three  clips.  Broadcasters  send  one  audio- 
tape  or  VHS  videotape.  Send  application  materials  to: 

Knight  Center  for  Specialized  Journalism 

University  of  Maryland  •  Inn  and  Conference  Center  •  3501  is  56 

University  Blvd.  East  •  Adelphi,  MD  20783  •  301.985.7279 
knight(^umail.umd.edu  •  http://www.inform.umd.edu/knight 


Howarth  is  Queensland  Newspapers  editori¬ 
al  technology  manager,  Brisbane,  Australia. 
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Trading  soapbox  for  ballot  box 

Newsman-turned-Mayor  Wayne  H.  Poston, 

57,  appreciates  the  irony  of  reigning  over  the 
same  City  Hall  that,  while  still  executive  editor  of 
the  Bradenton  (Fla.)  Herald,  he  opposed  building 
on  prime  waterfront  land.  “It  still  doesn’t  belong 
on  this  property,”  Poston  said.  “I'd  like  to  sell  it  to 
a  big  corporation  that  would  pay  taxes  on  it.” 

Executive  editor  of  the  Herald  for  20  years, 
Poston  took  early  retirement  in  late 
1998  and  ran  for  mayor  at  ^  ^  juj^ 
the  urging  of  friends.  Now 


in  his  second  year  as  mayor  W 
of  this  city  of  49,504,  Poston  ^  J 
said  the  media,  by  and  large,  /  3 
have  been  fair  to  him.  “I  believe 
in  open  government,  and  around 
here  we’re  so  open  that  I  think 
we’ve  built  a  certain  trust  with  the  '  j 
media.”  Being  mayor  is  “a  heck  of  a 
lot  of  fun  most  of  the  time,”  he  added. 

Speaking  of  changes  on  his  watch,  \ 
Poston  hailed  a  new  arts  village  as  “a  ^ 
miracle,  with  people  living  and  visiting  in  an 
area  where  Mickey  [his  wife]  and  I  weren’t 
safe  to  walk  door  to  door  during  my  campaign 
without  police  protection.” 

Poston  has  discovered  decisions  often 
aren’t  made  in  City  Hall:  “I’ve  learned  that 
government  needs  to  get  into  neighborhoods, 
and  so  does  the  press.  That’s  a  problem,  because 
there  are  never  enough  reporters,  but  we  have  to 
find  a  way  to  do  it.” 

If  Poston  ever  returned  to  newspapering, 
he’d  “make  sure  we  didn’t  use  the  same  sources 
over  and  over.  When  you  do,  stories  tend  to 
be  meaningless.  The 
Bradenton  Herald  did 
a  year-end  report 
on  me,  and  the 
people  they 
interviewed 
[including 
the  former 
mayor]  already 
had  their 
opinions ...  You 
knew  what  they 
were  going  to 
say  before  you 
read  it.” 

-  Nancy  Konesko 


HOTTYPE 

_  THE  BEST  ^  AND  REST  —  OF  THE  PRESS _ 

''The  year  after  an  eeonornie  slowdoivn  ...  has  been 
an  ex  tremely  strong  year  based  on  historieal  data.” 

-  VERONIS  SUHLER  PUBLICATIONS  DIRECTOR  LEO  KIVIJARV 
DESCRIBING  PROSPECTS  FOR  2002  IN  “THE  BOSTON  GLOBE” 


Photo  of  the  Week 


JOHN  TIPTON,  THE  PORTERVILLE  (CALIF.)  RECORDER 


Before  witnessing  the  mangled  fingers  of  former 
Stuntman  Stan  Kruml  as  they  comforted  an  abused  horse, 
Recorder  Photo  Director  Tipton  was  on  the  trail  of  a  differ¬ 
ent  story.  Then  he  came  upon  the  solitary  cowboy,  who  uses  body 
position  and  voice  commands  to  relax  his  charges.  “Having  grown  up 
around  horses,  I  was  dubious,”  Tipton  said.  “This  horse  had  been  a 
nervous  wreck,  pawing  the  ground  all  day  long.  But  two  weeks  later, 
when  I  went  back,  the  difference  was  amazing.”  —  Wayne  Robins 


Wayne  H.  Poston’s 
editorial  endorsement? 
Vote  Poston! 


-  30 


Ethics  Comer 


T 


If  and  when  the  next  Deep  Throat  gets  ready  to  spill  the  beans 
on  lowlife  in  high  places,  will  he  -  or  she  -  have  your  number? 


“Y 


OU  HAVE  A  COLLECT  CALL  FROM  WiLLIE  HORTON 
at  the  Maryland  State  Correctional  Institution,” 
My  wife’s  heart  stopped.  She  knew  the  caller 
was  the  killer-rapist  who  had  been  the  star  of 
a  TV  commercial  that  wrecked  the  1988 
presidential  campaign  of  Massachusetts  Gov.  Michael  Dukakis. 

Not  the  kind  of  person  a  woman  —  even  a  woman  journalist  — 
would  give  her  home  phone  number  to.  But  a  story  is  a  story.  She 


interviewed  Horton  about  his  life  as  a 
celebrity  criminal  and  chastised  me  for 
giving  our  home  number  to  one  more 
murderer. 

My  wife  believes  journalists 
are  entitled  to  a  private  sanctu¬ 
ary.  And  so  do  reporters  who 
examine  criminal  behavior. 

Still,  the  great  majority  of 
readers  calling  reporters  at 
home  aren’t  serial  rapists  or 
soldiers  in  a  Colombia-based 
drug  cartel.  And  10  years  after 
my  wife’s  talk  with  the  infa¬ 
mous  Willie,  our  names  remain 
in  the  Manhattan  white  pages. 

There  is  a  good  reason  for  being  there. 
Leakers  appreciate  the  fact  that  they  can 
catch  a  reporter  at  home  away  from  the 
Big  Brother  electronic  spying  devices 
proliferating  in  corporate  America. 

News  pages  are  filled  with  lines  about 
sources  who  could  not  be  reached  for 
comment  at  their  homes  or  offices.  But  I 
have  yet  to  see  a  line  in  a  newspaper 
about  a  person  who  couldn’t  track  down  a 
reporter  because  he  shut  off  his  cell  phone 
or  had  an  unlisted  telephone  number. 
Hypocrisy  runs  supreme  here. 

“You  have  to  be  accessible,”  said  Bob 
Woodward,  an  assistant  managing  editor 
at  The  Washington  Post  who  is  listed  in 


the  District  of  Columbia  directory  as 
Robert  Woodward  as  a  come-on  to  future 
Deep  Throats.  “People  always  know  they 
can  reach  me  anytime.” 

Anthony  Marro,  editor  of 
Newsday  in  Melville,  N.Y., 
lists  his  home  number  as  much 
to  assuage  reader  angst  as 
anything  else.  “When  someone 
gets  angry  about  something,  I 
don’t  think  they  should  have  to 
wait  until  the  next  morning  to 
talk  to  me,”  Marro  said. 

A  recent  survey  showed 
newspaper  editors  are 
increasingly  publishing  the 
office  telephone  numbers  and  e-mail 
addresses  of  their  reporters.  That’s  not 
enough.  E-mail  and  voice-mail  boxes  fill 
up.  Readers  need  to  speak  to  people,  not 
computers  or  answering  machines. 

“I  think  that  reporters  should  not  only 
list  their  home  numbers,  they  should  also 
live  in  the  communities  they  cover,”  said 
Chris  Peck,  president  of  the  Associated 
Press  Managing  Editors,  a  sponsor  of  the 
survey.  Peck,  managing  editor  of  The 
Spokesman-Remew  in  Spokane,  Wash., 
asks  his  reporters  —  except  those  who 
cover  violence-prone  groups  —  to  list 
their  home  numbers.  “I  do  it,”  he  said. 

“It  is  a  tradition  at  our  paper.” 


TV  journalists  are  so  visible  that  they 
often  use  their  celebrity  as  an  excuse  to 
unlist  their  telephone  numbers  and  keep 
their  public  at  bay.  And  there  have  been 
incidents  where  crazed  viewers  waited  out¬ 
side  studios  to  attack  them.  But  what  they 
don’t  tell  viewers  is  that  stations  can  easily 
patch  callers  into  their  home  phone  lines. 

“I  think  that  it  is  a  pretty  trivial  issue,” 
said  Walter  Cronkite,  the  CBS  network 
news  icon  who  once  earned  the  title  of 
“most  trusted  man  in  America”  because 
of  his  airwave  presence.  “I  don’t  think  it 
has  anything  to  do  with  journalism. 
Reporters  should  certainly  be  listed  if  it 
helps  them  with  their  work.  My  telephone 
at  my  country  home  is  listed  because  I 
p2uticipate  in  civic  affairs  there.” 

Gabe  Pressman,  a  WNBC-TV  reporter 
who  has  covered  New  York  for  more  than 
half  a  century,  keeps  his  home  number 
unlisted  for  his  personal  survival.  “I  do  it  for 
my  family  and  for  my  sanity,”  he  explained. 
“In  a  place  like  New  York,  there  are  literally 
18  million  people  who  want  to  talk  to  you.  I 
just  read  all  my  e-mail  and  return  as  many 
telephone  calls  to  my  office  as  I  can.” 

Armando  V.  Durazo,  who  resigned  this 
year  as  editor  of  The  Monitor  in  McAllen, 
Texas,  kept  his  home  number  listed  for 
symbolic  significance.  “We  have  to  answer 
to  the  people,”  Durazo  insisted.  “When 
people  call  you  at  home,  it  means  they 
trust  you.  They  used  to  call  me  about 
everything  from  a  missing  newspaper  to 
a  misspelled  word.” 

But  after  one  of  Durazo’s  editors 
received  a  series  of  calls  from  readers  who 
wanted  to  permanently  censor  her,  she  felt 
compelled  to  do  something  about  it. 

“There  is  a  lot  of  corruption  and  drug 
traffic  around  here,”  said  Maria  Calta- 
biano,  an  assistant  managing  editor  at  The 
Monitor.  “I  unlisted  my  phone  number 
after  I  got  some  death  threats.  We’re  only 
seven  miles  from  the  Mexican  border.” 

Drug  dealers  aside,  it  doesn’t  matter 
whether  a  reporter  lists  his  home 
number  if  he  doesn’t  respect  the  people 
who  contact  him. 

Eric  Nalder,  a  two-time  Pulitzer  Prize 
winner  who  works  out  of  his  Seattle  home 
for  the  San  Jose  (Calif.)  Mercury  News, 
explained  why:  "Too  many  reporters  think 
they  know  more  th2m  the  people  they 
cover,  so  they  don’t  really  listen  to  them.”  II 
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September  12,  2001  •  8:30  am  -  1 1:00  am  •  Grand  Hyatt,  New  York  City 


Aric  Press  -  Moderator 
The  American  Lawyer 


Emily  Bass 

Gaynor  &  Bass 


The  Tasini  dfcision  has  both  immediati^anci  kxig  ten  el^^ds  in  the^biishing 
'mdHcI.  The  outcome  con  change  the  fun^J|fcnlais  olyour  business  for  years 
to  come.  This  forward  looking  panel  fcxrus^lon  th^pcision,  its  itttpact  and 
how  the  industry  should  react.  Life  After  Tasini  is  for: 

•  Media  Executives 

•  Media  Attorneys 

•  Top  Editors 

•  Licensing  and  Content  Managers 

•  Online  and  Business  Development  Directors 


George  Freeman 

Assistant  General  Counsel 
New  York  Times  Company 


Bruce  P.  Keller  ] 

Debevoise  &  Plimpton  H 


Topics  will  include  the  following: 

•  The  decision 

•  Status  of  the  class  action  suits 

•  Tactics  and  strategies  to  deal  with  the  Tasini  decision 

•  Possible  law  suits  and  new  restrictions  affecting  publishers 

•  New  limitations  on  licensing  and  strategic  partnerships 

•  Online  content  issues,  archives  and  beyond 

•  Legislative  efforts 

•  Possible  judicial  remedies 

•  Viability  of  the  National  Writers  Union  Clearinghouse  and 
The  Authors  Registry 
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For  complete  CLE  information,  go  to  our  website  or  call  for  a  brochure. 


Five  Easy  Ways  To  Register: 


Registration  Fees: 


•  Fax;  (212)481-8276 

•  Call:  (800)  888-8300  ext.  91 91  or  (21 2)  31 3-91 91 

•  E-mail:  seminars@amlaw.com 

•  Mail:  American  Lawyer  Media,  Seminars  Division, 

345  Park  Avenue  South,  New  York,  NY  10010 

•  Online:  www.lawiournalseminars.com 


Registration  fee  is  $165  per  person. 

Members  of  American  Business  Media,  Magazine  Publishers 
Association,  American  Society  of  Magazine  Editors, 
Newsletter  and  Electronic  Publishers  Association,  and 
Directory  and  Database  Publishers  Forum  &  Network  are 
eligible  for  a  discounted  registration  fee  of  $1 35. 


And  TownNews.com  delivers  results  for  you 


With  everything  that's  been  said  about  online 
editions,  local  portals,  convergence,  and  the 
like,  one  thing  remains  true.  If  it  can't  make 
revenue  -  real,  new  revenue  -  for  your  paper, 
a  "dot  com"  edition  is  a  waste  of  resources. 

TownNews.com  has  more  than  550 
customers  who  are  discovering  that  you  can 
make  money  with  an  online  edition.  Today. 
Without  costing  your  newspaper  advertising 
dollars  or  circulation. 


‘  We're  making  more  money  for 
newspapers  with  Web  sites  that  complement 
content  and  multiply  the  value  for 
advertisers.  That's  the  single  biggest  reason 
TownNews.com  is  growing. 

Take  a  tour  of  our  Web  site  at 
www.townnews.com  or  tour  our  products  at 
http://demosite.townnews.com.  You'll  see  for 
yourself  that  there's  no  cyber-hype  here  - 
just  straight  talk  and  real  solutions. 
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Online  solutions.  Bottom  line  results.*" 

309-743-0800  •  800-293-9576  •  1521  47th  Ave.,  Moline,  IL  61265 
406-837-5171  •  800-579-6397  •  P.O.  Box  1 744,  Big  Fork,  MT  5991 1 


Operated  by  International  Newspaper  Network,  L.L.C. 
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